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Rou h Proofs 


It's just possible that Charlie 
Chaplin may have been reading 
that promotion copy of The Ameri- 
can Girl which says something about 
“gelling women while they’re 


young.” 
vvy 


In spite of the fact that radio sta- 
tions are now broadcasting all night 
jong and newspapers are getting out 
special swing shift editions, WPB 
still rates alarm clocks as a dire 
necessity. 
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Esther Cole Franklin, of the As- 
sociation of University Women, says 
consumers want “price down and 
quality up.” That’s fine, Esther— 
just figure out how to do it and 
you'll get your Ph.D. 


- mow 


“Not one woman in ten knows 
how” Frigidaire headlines a Farm 
Journal ad, but no matter how diffi- 
cult the domestic problem, you can 
always rely on the farm woman’s 
resourcefulness and ingenuity. 
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The Washington vocabulary is 
spreading so fast that you shouldn’t 
be astonished if advertising agen- 
cies start processing their contracts 
and giving media cutbacks instead 
of caneellations. 
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Gimbel’s offer to let you buy 
“sans cents, sans sous and sans 
simoleons’ is wonderful, all right, 
especially for the girl whose hus- 
band wants her to have lots of fun 
shopping as long as it doesn’t cost 
anything. 


a 


Keeshin plans an air freight line 
and Greyhound wants a franchise 
for flying busses. The CAB will 
soon have to parcel out altitudes 
the way FCC does wave lengths. 
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At long last Ernest Hemingway 
is going to see on the screen the 
motion picture made from his novel. 
For a while he thought that it 


would surely be he for whom the 
bell tolls. 
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Carl Byoir says a public relations 
message should be run in paid space 
if the company doesn’t want its 
copy edited. Maybe the business 
office had better buy the editors a 
fresh supply of blue pencils. 
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‘ladys the beautiful receptionist 


says she sees that Stein, Hall & Co. | 
ire going to advertise starches, | 


Laundry Equipment 


Makers Get Ready 
for Reconversion 


Consumer Demand Is 


Increasing; Shelve 
Industry Ad Plans 


By JOHN B. MILLER 


Chicago, June 15.—Foreseeing the 
time when mounting civilian de- 
mand may force the release of 
needed materials for new home 
laundering equipment, the Ameri- 
can Washer and Ironer Manufactur- 
ers’ Association today adopted a 
broad program for reconversion of 
the industry to civilian production. 

A report of the group’s postwar 
planning committee, established last 
January, was approved unanimously 
by the manufacturers. At the same 
time, a subcommittee on advertis- 
ing and public relations, terming 
the subject of reconversion para- 
mount just now, recommended that 
no formal consideration be given to 
cooperative industry promotion 
through national advertising in 
magazines and radio. 

Questionnaires sent out by the as- 
sociation reveal that manufacturers 
can convert to civilian production, 
if the WPB releases necessary ma- 
terials, in periods which range from 
two weeks to six months. More than 
half of the companies expressed be- 
lief they could continue work on 
war contracts and add civilian pro- 
duction at the same time. Among 
suppliers to the industry there was 
a variance of opinion: several said 
they could supply parts without in- 
terfering with war production, while 
some said this would be impossible. 
Dealer stocks throughout the coun- 
try have been depleted. 


No Word on Materials 


Washington officials have given 
the industry no definite word on the 
question of releasing materials for 
the first time since production of 
washers and ironers was halted May 
15, 1942. But industry leaders were 
told that evidence of the need for 
resuming production is piling up in 
the capital. Consumers are demand- 
ing appliances; some commercial 
laundries are going out of business 
because of machinery and man- 
power difficulties; and time for 
home laundering is becoming more 
of a factor in war plant absentee- 
ism. 

Industry members, in approving 
the report of the postwar planning 
committee, whose chairman is Roy 
A. Bradt, vice-president, Maytag 
Company, Newton, Ia., agreed to 
these major recommendations: 

The WPB will be asked to appoint 
an industry advisory committee. 
WPB, through this committee, will 
be asked to give the industry a min- 
imum of six months’ advance notice 
of its intention to allow recon- 


EXPLAINS SHORTAGE 


POUNDS OF BUTTER 


AMERICAN DAIRY ASSOCIATION 


A temporary shortage of butter is 
blamed on a serious government ''mis- 
hap" in this copy, run last week in news- 
papers of Chicago, New York and 
Washington by the American Dairy 
Association. (Story on Page 4.) 


Space Economies 
in Classified Ads 


Are Recommended 
Shift from Eight 


to Nine-Column 
Pages Suggested 


New York, June 17.—The familiar 
classified pages of newspapers will 
present a brand new appearance to 
readers in the next few months if 
the present threat of a further sharp 
reduction in newsprint supplies be- 
comes a reality this fall. 

Classified pages may carry nine 
instead of eight columns; rules be- 
tween ads may be abolished; the 
boldface and capital letter words 
which now are customary in starting 
an ad may be eliminated; and papers 
which favor the hanging indentation 
in setting classified are likely to 
abandon it, if space economy sugges- 
tions made at the annual convention 
of the Association of Newspaper 

(Continued on Page 47) 


New Circulation Plan for 
Outdoor Put Into Action 


WPB Advisory 


Group Recommends 
5% Newsprint Cut 


Sliding Scale Set on 
Tonnage; Inventory 
Limitation Suggested 


Washington, D. C., June 18.— 
The WPB Printing and Publishing 
Division today was studying recom- 
mendations of its newspaper indus- 
try advisory committee which call 
for an additional reduction of 5% 
in paper consumption by news- 
papers using more than 500 tons per 
quarter. 

Arranged on a sliding scale, the 
recommendations provide that no 
additional reduction will be given 
to newspapers using less than 25 
tons per quarter, and the following 
percentage reduction for the differ- 
ent tonnage classes: 50 tons, 2.5% 
cut; 75 tons, 3.3%; 100 tons, 3.75%; 
200 tons, 4.33%; 300 tons, 4.6%; 
400 tons, 4.7%; 500 tons, 4.8%; and 
over 500 tons, 5%. 

The committee also recommended 
to the Printing and Publishing Di- 
vision that an inventory limitation 
of 50 days’ supply be imposed, ex- 
cept in states west of the Rockies 
and south of a line drawn across 
the country from the northern bor- 
der of North Carolina. Newspapers 
in these states would be permitted 
to carry the old inventory of 75 
days’ stock permitted under L-241. 
Otherwise, the advisory committee 
recommended that WPB set up a 
system of allocating deliveries from 
both American and Canadian mills 
to publishers. 

The publishers also asked that 
WPB institute a new system on ap- 
peals for additional allotments of 
newsprint, so that competitors of 
the appellant might be advised of 
his attempt to get an extra allot- 
ment. 

The recommendations were made 
to H. M. Bitner, director of the 

(Continued on Page 48) 


Last Minute News Flashes 


Noonan Heads War Activities Department 


Boston, June 18.—Mat Noonan, national advertising manager of the 


Boston Post, is joining John Donnelly & Sons, outdoor advertising oper- 
ators throughout New England, as director of war activities July 1. He 


will coordinate war advertising 
company. 


sponsored by advertisers and the 


New Bendix Campaign Tells Radar Story 


Hope to Correct 
Wrong Impressions 


About War's Effects 


By S. R. BERNSTEIN 


New York, June 18.—Revivifica- 
tion of the Traffic Audit Bureau to 
meet wartime needs of advertisers 
and to supply circulation data which 
bear some relation to present ab- 
normal conditions, was formally 
announced today, following agree- 
ment of more than a majority of 
outdoor plant owners to cooperate. 
News that the TAB would be re- 
vitalized with the objective of pro- 
viding needed wartime information 
was first presented in Private Lines 
in the May 10 issue of ADVERTISING 
AGE. 

In essence, the new plan embraces 
the following changes: 

l Executive direction of the 

. Traffic Audit Bureau has been 
vested in A. W. Lehman, manager 
of the Cooperative Analysis of 
Broadcasting and technical director 
of the Advertising Research Foun- 
dation, who will also continue his 
other duties. Offices of the TAB 
will be moved from their present 
location at 60 E. 42nd St. to the 
McGraw-Hill building, 330 W. 42nd 
St. 

2 Starting in August, the TAB 

e will issue semi-annual circu- 
lation figures for outdoor plants 
operating in cities of 25,000 or more. 
This will replace the former TAB 
procedure, under which complete 
audits of all outdoor plants were 
made every three years. 

The new semi-annual circula- 

« tion reports will be based on 
sample counts taken in a sufficient 
number of locations to give repre- 
sentation in each coverage distribu- 
tion zone, rather than on a complete 
count covering all locations. 

Counts are to be made by 

» each individual plant opera- 
tor, but the list of locations to be 
counted must be approved in ad- 
vance by the TAB. 

No actual circulation figures 

- will be published for the 
plants thus counted. Instead, TAB 
will issue a report to advertisers, 
agencies and the cooperating plant 
member showing the percentage of 
increase or decrease in “effective 
circulation,” as defined by the TAB 
in past years. This report will 
include a statement that it is not 
an audited report but that the 
counts on which it is based were 
made voluntarily by the plant mem- 
ber to meet the expressed needs of 
users of the medium for data on 
wartime circulation trends, and that 


|the number and locations of the 
| counting stations used, representing 


each coverage-distribution zone on 
the principal routes of travel, are 


; 
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= ts adhesives and other base ma-| version to washer and ironer manu-| New York, June 18.— Bendix Aviation Corporation on June 22 will an ae pong yt will 

. ms a, and she can’t see anything | facture. The same ratio for each|'un full-page copy in 36 newspapers throughout the country telling the show the percentage-change from 

‘ ery bad about them. company will be used in returning| part the company has played in the development of radar. It will be| the last previous TAB audit; subse- 

to production that was used in di-| the first insertion in a new campaign calling for 1,000-line advertise- | quent reports will show the change 

v,vwyr minishing and halting production. | ments once a month after the opening shot. Buchanan & Co., New York, from the previous six-month period. 

» aa : ; _Permission to resume manufactur- | handles the Bendix account. Percentage of increase or de- 

e ut of ore ‘of "an ou eg poor ing should be accompanied by CMP » crease in “effective circula- 
at some 0 e swan otels (Continued on Page 45) . . ° ltion” will be show ly f 

< -- e its men have been taking Lehigh, Magnin Appoint Caples Company iver dea dale ne cae 

K » . , well, hotel service . sl shi : ailros + York. < s 7 -esente . . 

4 isn’: nearly what it used to be. DIRECTORY OF FEATURES | New York, June 18.—The Lehigh Valley Railroad, New York, and \tics will be presented for the 


|I. Magnin & Co., San Francisco manufacturer of women’s apparel, have | 18-hour period which includes both 
12 | appointed The Caples Company, New York, to direct their advertising.| day and night operation. 

39 | Lehigh will launch an institutional advertising campaign during the week Effective circulation” is defined 
43 | of June 21. by the TAB as “the least number 


Ad-libbing . 
Admen in the Armed Forces 


gger coffee shipments have Canadian Magazine Linage 


. © 


be arriving, and rations may be Diery of an Adman 28 7. . | who have ¢~ potatos Moygem cee ter 

ll alized, OPA says. Sounds as if | Editorials i2; Gordon Named Compton Radio Assistant opportunity to see an outdoor dis- 

+} aan ~, eye A Ferm Paper Linage 42| New York, June 18.—John Gordon, formerly radio director, Needham, | Play location.” The, formula for 

’ ‘| Getting Personal 44| Louis & Brorby, Chicago, has joined Compton Advertising as assistant | aco tesa a ea 

eer Information for Advertisers 12| to Storrs Haynes, radio department chief. Mr. Gordon will supervise | 5 cemective cirevletion” = gr —— 

oar ys Linage Figures 36| all non-serial shows. |plicated one, but in general it 

; axon’s New York office has ap- ituaries . 49 ‘ - ‘ . consists of one-half of the gross 

@ “ted C. Edgar Brown, a pupil of | Photographic Review s1| Quail Joins R&R as Associate Art Director pedestrian and auto-truck circula- 

pe bli : a ak a a lng Postwar Planning 40| Detroit, June 18—Frank Quail, who formerly operated his own art 1 on Pp oe tas ae a. 9... _— 

thng like carrying Coca-Cola to Private Lines 11 | studio, has been appointed associate art director in the Detroit office| 1, announcing the new plan for 

inta? Rough Proofs . ,| of Ruthrauff & Ryan. Mr. Quail will work on the Chrysler Corporation maintaining outdoor circulation fig- 
Copy Cus. Voice of the Advertiser 22 | account. 


ures, Henry M. Stevens, president 
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of TAB and vice-president of J. | said in announcing the plan. “These 
Walter Thompson Company, em-/| research men found almost without 
phasized that participation in the exception that the users of the me- 
plan, which was carefully worked | dium want to know about circula- 
out by the TAB in conjunction with | tion trends. So... we have devel- 
the Association of National Adver- | oped a voluntary plan... 
tisers, the Outdoor Advertising| “We believe it answers a definite 
Association of America and _ the | need and that it is thoroughly prac- 
American Association of Adver-| tical, and we feel that it will be 
tising Agencies, will be entirely | accepted readily by users of the 
voluntary on the part of plant medium and approved by all who 
operators. The TAB will not main-|are interested in the constructive 
tain the staff of field auditors which | growth of outdoor advertising.” 


it has heretofore used, but its head- 
quarters will check all traffic counts 
against the last audit (some of 
which are now more than four years 
old), and will in addition reserve | 
the right to make audits on its own 
account, or on request of users of | 
the medium. 


Special Committee Aids 


A special committee, consisting of | 
Arno Johnson, J. Walter Thompson | 
Company; Earl Robinson, Pedlar & | 
Ryan; and L. D. H. Weld, McCann- | 
Erickson Company, aided in devel- 
oping the new project, which has | 
already been endorsed by more 
than half the plant owners involved, | 
as well as by the heads of all the) 
associations involved. 

“As part of our effort to fill the 
need of users of the outdoor me-| 
dium for data that will be helpful | 
and practical in wartime, we have | 
had a group of research men taking 
a look at the situation through the 
eyes of important buyers, adver- 
tisers and agencies,” Mr. Stevens | 


The outdoor industry as a whole 
views the new setup as having great 
value in aiding a segment of the 
advertising field which has been 
harassed by difficulties due to the 


The wartime basis for the TAB, 
it is hoped, will serve these pur- 
poses. It will keep the circulation 
auditing plan alive and moving, and 
at the same time will not represent 
too severe a drain on the finances 
of plant operators. Cost of cooper- 
ation in the new plan (in addition, 
of course, to the actual cost of 
making the traffic checks) is only 
50 cents per panel per year for the 
| number of panels in a “100” show- 
|ing in each city or town. 


Coal Situation Enters Picture 


| The troubles of the outdoor in- 
| dustry can be concisely stated in 


just two words: automobiles and 


| war, but which, in general, has not| lights. With a substantial portion 


suffered as severely from the war | of the nation’s outdoor plant spotted 
as many admen are inclined to/|on heavy automobile traffic arteries, 
think. As Frank Dunigan, president |the rubber shortage and the gaso- 
of the Outdoor Advertising Associa- line shortage not only gave many 
tion of America, emphasized: admen the idea that outdoor circu- 

“As a plant operator, I realize|lation had virtually disappeared, 
that we must keep our operating | but it also played havoc with the 
costs and use of manpower and_/ outdoor industry’s biggest customer 
critical materials and supplies at the |—-the automobile and gasoline ad- 
minimum consistent with proper |vertisers. Dimouts, now effective 


|maintenance of plant and service.| generally over an area extending 


However, by the same token, we/40 or 50 miles inland from both 
must not let wrong impressions| coasts, and likely to be extended 
regarding our medium’s circulation | throughout the country if the na- 
values continue to exist through|tion’s coal situation does not im- 
default on our part lest we “+ 20d paweede drastically, have also bitten 
stymie our service in the war effort | deeply into the field’s revenue-pro- 


or in supporting the’ essential | ducing capacity. 
civilian economy now and deny As a result, volume in the indus- 
ourselves the opportunities which | try is variously reported to be down 


will exist for us right now and in| from 15 to 25% from prewar levels, 
the postwar period.” |with plants in the smaller cities 
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FACTS..... 


@indienapolis Population 406,- 


515 in May, 1942 (Chamber 
of Commerce). 
@indionapolis Industrial poy 


rolls up 52% (February “43 over 
Februcry ‘42). 


@ Employment up 26% (Febru- 
ory ‘43 over February ‘42). 


@ indionopoli 1 industrial 
poy roll over $250,000,000. 


@Spendable income $466,394,- 
000. 

@ Indianapolis in- 
come, $4,156. 


per ftomily 


@ Farm incomes in the Indion- 
epolis Rodius up 51%. 


© industrio!l poy rolls in the In- 
dienopolis Rodius up 38%. 


@ The News Alone Does the Job. 


York DAN A. CARROLL 


110 E. 42nd St 


J. E. LUTZ 


+ 
e lower 


ew 


THROUGHOUT THE ENTIRE MIDDLE WEST, INDIANAPOLIS IS THE 
SECOND CITY, AND MARION COUNTY IS THE SECOND COUNTY IN EF- 
FECTIVE BUYING INCOME. 


Indianapolis, showing a 28% increase in effective buying income ('42 
vs. ‘41), is buying more avidly than ever before. Are you reaching this rich 


market? 


Marion County ranks 2nd in effective buying income not only in the 


Middle West but also the Southwest. Are you reaching this rich market? 


The 33 surrounding counties dominated by The Indianapolis News had 
in ‘42 an effective buying income of $1,231,066,000. This booming market is 
still growing — both in industry and agriculture. 
(52 48 % 


markets that can be captured and held at one low advertising cost 


This responsive, ideally bal- 


anced urban, rural), easy-to-cover market offers the utmost in 


Are you 


reaching this rich market? 


To reach the buying heart of Hoosierdom, advertisers the nation over 


ore using The Indianapolis News elone. 


Above figures—Copr. 1944 Sales Management Survey of Buying Power 


further reproduction not licensed. 


particularly hard hit. It has been 
virtually impossible for the indus- 
try to make any major shifts in its 
physical plant to take advantage of 


wartime 


considerable 
made. 

Actually, those who have given 
conditions in the outdoor field real 
| study — including advertisers and 
agencies—are convinced that out- 
door at present is in the unfortu- 
nate position of being considered 
far worse off than it is. Manhattan 
admen in particular, afflicted by the 
crawling darkness of what was once 
The Great White Way, and aghast 
at the paucity of traffic on New 
York’s main motor arteries, have in 
many cases jumped to the entirely 
erroneous conclusion that outdoor 
is a dead or dying medium, at least 
as long as the war lasts. 


progress has _ been 


Actual Figures Not Released 


No figures on “effective circula- 
tion” developed by studies made 
under the new TAB formula have 
yet been released, but it is safe to 
conjecture that traffic counts made 
under the formula (which is essen- 
tially unchanged from that pre- 
viously used) will show outdoor 
| circulation at higher points than 
| previously in at least eight of every 
[ markets. The components of 


the traffic stream have changed, but 
traffic on the whole has increased, 
'and thanks to the emphasis which 
|outdoor plants have placed on im- 
portant traffic-stream locations in 
recent years, most existing plants 
|are pretty well set up to catch the 
bulk of the existing traffic. 

| Statistics on the outdoor industry 
| have always been largely a matter 
of conjecture, since the industry has 
never been noted for its talkative- 
ness about internal affairs, but the 


have been abandoned indicates that 
plants are being reasonably well 
maintained, especially in the larger 
cities, even though business has not 
been at peak levels. Some sources 
in the industry estimate that in 
many cases, despite restrictions on 
material and labor, there has been 
as much as a 15% switchover in the 
physical plant, designed to make the 
plant more nearly coincide with 
changes in the flow of local traffic. 

In most dimout and blackout 
areas, and in some cases in other 
areas, a formula has been developed 
by plant operators to compensate 
for loss of night circulation through 
the posting of 25% “bonus” paper 
in the spring and fall; 20% more in 
the summer months; and 33% more 
in the winter. 


Business Men's 
Group Plans New 


Advertising Drive 


Chicago, June 17.—If plans go 
through as contemplated, network 
radio and small-space advertise- 
ments in newspapers will be used 
by the National Small Business 
Men’s Association as part of a 
nationwide campaign, it was re- 
vealed here yesterday. 


group, said the plan, whose details 
are still to be worked out, was ap- 
proved by the association’s trustees. 
Financing of the drive will be made 


tributions, as well as contributions 
from outside companies. The small 
|business man’s problems will be car- 
jried to the public through the pro- 
| posed advertising and also promo- 
|tional material. 

A program suggested in April was 
|/turned down by the radio networks, 
|Mr. Emery said, because it was con- 
sidered “too controversial.” In a 
brief talk over an NBC program last 
night, he said the new campaign 
will offer a fifth freedom—freedom 
of individual enterprise—as one of 
its central themes. 
| Trustees at the Chicago meeting 
jexpressed opposition to renegotia- 
|tion of war contracts and urged 
,establishment of larger reserves for 
|business recovery in the postwar 
| period. 


‘Starts Insurance Drive 


The Fire Association Group, com- 
|; posed of four fire insurance com- 
|panies of Philadelphia, has started 
| a campaign of full pages alternating 
| monthly between Business Week 
and Fortune. Copy is in the form of 
an Insurance Almanac. The ac- 
| count is 
Noyes Company, Providence. 


new traffic trends, or to develop | 
adequate plants in areas whose pop- | 
ulation has mushroomed because of | 
shortages of labor and | 
materials, although in many cases | 


DeWitt Emery, president of the | 


possible by members’ dues and con- | 


handled by the Horton-| 
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EDITOR BEAMS 


Paul Wooton of McGraw-Hill, president 
of the National Conference of Busines; 
Paper Editors, was the recipient of , 
watch at the recent Washington meet. 
ing of the conference, and the presen. 
tation was made by none other then the 
President. The gift, bestowed by Asso. 
ciated Business Papers, was in token of 
Mr. Wooton's outstanding efforts on be. 
half of the business press. Standing be. 
tween the President and Mr. Wooton 
here, is Douglas Cornell, White House 
representative of the Associated Press. 


ABP’s Memento to 
Wooton Presented 
by Mr. Roosevelt 


Washington, D. C., June 15- 
Paul Wooton, the soft-spoken, genia! 
gentleman from New Orleans wh 
|has headed the Washington bureau 
‘of McGraw-Hill for many years, was 
‘honored in an unusual way last 
|week. On behalf of the Associated 
Business Papers, as a token of es- 
teem for his services as president ot 
'the National Conference of Busines: 


fact that extremely few locations | Paper Editors, Mr. Wooton was pre- 
|sented with a watch—by Franklir 


Delano Roosevelt. 

As the assembled editors filed into 
the executive office, Mr. Wooton 
began his customary preamble, a 
speech calculated to make the gov- 
ernment official feel at home, and to 
indicate in what type of information 
the business press is primarily in- 


, terested. The President interrupted 


him. “Just a minute, Paul,” he said 
Then he read from a citation: 
“The business press feels a great 
debt of gratitude to Paul Wooton 
who has done so much to promote 
cooperation and better understand- 
ing between officials of the federal 
government and editors of publica- 
|tions serving industry and business 
As an indication of the esteem in 
|which he is held by his professiona! 
| colleagues, I am tendering him thi: 
,memento of their appreciation.” 
| Then the President handed M: 
Wooton a watch, the inscription or 
| which reads: 
| “Presented to Paul Wooton »b) 
President Franklin D. Roosevelt o! 
|behalf of the Associated Busines: 
|Papers in appreciation of his out- 
| standing service to the _ busines: 
press. June 11, 1943.” 


Barber to Sales Staff 


Walter E. Barber, promotio: 
| manager of The Family Circle, New 
York, has been appointed to the 
| eastern sales staff. Denman B. \4l- 
/entine will become promotion m ‘n- 
/ager, effective July 1. 


| - 


| All printed matter today should con'rt 
ute to Victory. 
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Holiday on the Beach 


3) 


PROPHET WITH HONOR 


..- AT HOME! 


Cc, PETERMAN was the sort of sports 
reporter every youngster wants to be. An 
insider among insiders, he kept a young 
man’s interest in sports, liked people, relished 
his job, wrote a readable and colorful column 
that won him tens of thousands of friends. 

When ‘Pearl Harbor happened, and the 
young men left sports for more serious 
pursuits, Cy was restless and unhappy. Too 
old for active service, he at last wangled a 
uniform and armband as an accredited 
correspondent. And after a brief spell in 
England, he was sent to Africa. 

In Tunisia, Cy passed up the brass 
hats, the stratospheric strategy, the military 
master-minding. He trailed along with the 
kids from Olney and Chestnut Hill, marched 
and lived with them, spelled their names, 
wrote their stories, produced some of the 


most readable reporting of the war, helped 


fighter 
mee ee ee ots frame on the | war however. Although some gal- 
4 > » sands, shading his eyes with 


‘ 


home morale to a new high, won further 
kudos for himself and The Inquirer. 

Now the Poor Richard Club, composed of 
1epresentative Philadelphia business men, 
has seen fit to honor Cy Peterman with its 
Distinguished Service Medal ... an honor 
shared in past years by Pearl Buck, West- 
brook Pegler, Henry Luce, Raymond Gram 
Swing, Quentin Reynolds and a few others 
. .. for “ability as a reporter over a period 
of many years.” Coming from people who 
have known his work both well and long, 
no recognition could mean more to Cy, or 


to his readers and friends. 


Bux of the amazing advertising gains 
and unparalleled productivity of The Inquirer 
this year... are the years of good work and 
unselfish skill on the part of many reporters 


—not all as well known or prominent as 


 Pfldeti 


: | 


Anguirer 


Silver Medal awarded by the 
Poor Richard Club of Philadelphia 
for “Distinguished Service” 


Cy Peterman, but all collectively “best in 
their class.” Doing a good job well day in and 
day out, they have enlisted for The Inquirer 
the interests of the people who mean the 
most in Philadelphia, built the trust and 
confidence that get action for every agate 
line, put the power and the profit in the 
paid space. If you are not privileged to live 
in Philadelphia, you may not experience the 
excellence of The Inquirer as a newspaper 
... but the linage records leave no doubt of 


its potency as a medium. 


tp Petes sir. 
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NATIONAL ADVERTISING REPRESENTATIVES: Osborne, Scolaro, Meeker & Co., New York. Chicago, Detroit, St. Louis; Keene Fitzpatrick, San Francisco 
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Food Men Approve 
Eight-Point Tenet 
as U. S. Guide 


New York, June 16.—Culminating 
in an eight-point declaration of 
principles which will be sumitted 
to Washington with respect to the 
government’s war food policy, the 
Grocery Manufacturers of America 
at their war conference here June 9 
and 10 urged drastic revision of the 
country’s wartime food program, 
abandonment of the subsidy plan, 
price controls at the source, ration- 
ing limited to the basic foods and 
centralization of all regulations of 


foods in the War Food Administra- 
tion. 

The eight points which were 
approved by the association’s mem- 
bers are: 

1. In considering food the gov- 
ernment should bear in mind that 
it 1s an essential product of con- 
sumption by the people of this 
country; it is a vital means of win- 
ning the war and is essential as an 
instrument of humanitarian relief 
and rehabilitation in planning the 
peace. 

2. The production and distribu- 
tion of food and of supplies neces- 
sary for its production and distribu- 
tion should be regarded by the 
gevernment as essential activities. 

3. Government promotion for 
the maximum production and the 
required distribution of food and of 
supplies essential for its production 
and distribution. 


4. Practical production and dis- 
tribution of food and of supplies 
necessary fer its production and dis- 
tribution should be safeguarded in 
every respect of manpower, facili- 
ties, equipment, materials, trans- 
portation and importation. 

5. Consolidation of all govern- 
ment authority over the production 
and distribution of food in the War 
Food Administrator, giving him 
“adequate and exclusive” power to 
use that authority for civilian and 
war needs. 

6. Government subsidy means of 
food price control should be dis- 
carded and food price control 
limited whereby priee ceilings are 
placed only on basic foods; applying 
only to the original sale of such 
foods with their resale regulated 
only on a fair markup basis. This 
tenet also asks that the government 
establish a due supporting control 


of “every element which enters into 
the cost of food production and dis- 
tribution.” 

7. Only basic foods should be 
rationed by a sound plan and “to 
the limited extent of balancing con- 
sumption to the production avail- 
able for civilian use.” 

8. The government should not 
use any war legislation to make an 
unsound reform of food production 
and distribution. Grade labeling 
was cited as an example. 


Subsidies Hit 


The question of subsidies met 
with withering fire from several 
industry representatives. Austin S. 
Igleheart, executive vice-president 
of General Foods, stressed that 
“Subsidies used to build plants to 
encourage production can, in a 
period of war, undoubtedly be jus- 
tified. It is questionable, however, 


Sorry, Mr. Gotrocks, but we can’t accept your subscription. 
We can print only 2,700,000 copies a month now— paper re- 
striction, you know—and we need all those for our rural 
subscribers. But we appreciate your interest in the FARM 
JOURNAL. It shows you are a keen business man with the 
right farming instinct. 


By all means, read the June FARM JOURNAL. You can 
learn more in twenty minutes about the food situation in the 
United States than by reading city newspapers for six months. 
You will get an idea, at the same time, why the FARM 
JOURNAL has advanced steadily to undisputed farm leader- 
ship —it truly represents the interests of the 57 million rural 
population. It is the largest rural magazine in the world. 


GRAHAM PATTERSON, Publisher 


FARM 


JOURNAL 
a 


Of the FIRST FOUR general magazines 
ONE covers the rural market 


The City Farmer discovers the FARM JOURNAL 


Washington Square, PHILADELPHIA 


— 


whether subsidies, used merely ;, 
hold down prices, have real va)jje 
in avoiding inflation, because soon o; 
or later, and perhaps in a period .; 
lowered income, money paid out jn 
subsidies will have to be repsiq 
with interest.” 

Paul S. Willis, president of :) 
association, gave a detailed descrip. 
tion of the price control plan py; 
posed by the industry. Other spe 
ers at the conference included: 
Clarence Francis, chairman of the 
Food Industry War Committee: 
L. M. Melius, of H. J. Heinz Com- 
pany, who outlined the industry’ 
difficulties in the critical field of 
manpower; J. W. Crafton, of Swift 
& Co., who cited transportation diff. 
culties facing the industry; Roy F. 
Hendrickson, deputy administrator 
of the War Food Administration: 
Stanley Powell, California Packin 
Corporation, who talked on the im- 
practicability of grade labeling; ang 
R. B. Scull of the Wm. S. Scul! 
Company. 


Dairy Group Hits 
Subsidy Set-Up; 
Enters Iowa Fight 


(Picture on Page 1) 

Chicago, June 16.—Blaming in- 
complete planning of those respon- 
sible for putting the rollback on 
butter prices into effect, the Ameri- 
can Dairy Association today sought 
to explain a temporary butter short- 
age with 1,300-line advertisements 
in the Chicago Tribune, New York 
World - Telegram and Washington 
Post. 

The association, representing 
5,000 dairy farmers of 14 states, 
said the butter shortage in food 
stores resulted from failure of the 
government to make any subsidy 
payment provision for an estimated 
100 million pounds of butter in 
warehouses or in transit to consum- 
ers. The government acquired the 
supply through enforced emergency 
selling, and it has “disappeared 
from the regular trade channels,” 
the advertisement explained. It 
will take a week to restore retail 
and wholesale butter supplies to 
normal. 

To Continue Advertising 

No follow-up is planned on this 
theme, although the _ association 
intends to continue its newspaper 
schedule with copy devoted to new 
developments in the dairy market- 
ing picture. Sponsorship of its first 
network radio show over the Blue 
network ended last week. 

With full-page copy in the Des 
Moines Register and Tribune yes- 
terday, the association entered 4 
statewide butter-oleomargarine dis- 
pute which arose after Iowa State 
College published a booklet suggest- 
ing that nutritionally margarine is 
on a par with butter (AA, May 24). 
Saying that it was shocked by the 
rumpus created, the association 
pointedly asked the college to give 
straightforward answers to ques- 
tions involved in the issue, includ- 
ing this query: “As a school of 
science, does the Iowa State College 
go on record in approving cotton- 
seed oil and other vegetable fats 
injected with synthetic vitamin A 
as the equal or superior of butter 
in food value?” Both the dairy 
industry and the college have 
named committees to study accuracy 
of the booklet. 

Campbell-Mithun, 
handles the account. 


Chicago, 


In Birmingham 


Of ten most 
popular local- 
ly produced 


programs 
(C. E. Hooper) 


5 on WSGN 


4 on station "B" 
1 on station "C" 


WSGN 


Birmingham, Alabama 
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Never BEFORE in publishing history has a movie magazine approached 
Movieland’s swift climb to newsstand success. q Movieland’s first issue, dated Febru- 
ary, sold about 242,000 copies. With its July issue, now on the stands, Movieland is 
estimated to sell over 410,000 copies. Movieland has “gone farther” at the news- 
stands in six months than many other screen magazines have gone in six years! 
q Movieland’s advertising rates are still based on a circulation guarantee of 200,000 


copies. On the basis of its estimated July sale, Movieland’s cost per page per thousand 


MOVIELAND’S READERSHIP BONUS 


| 


readers is only 85.4 cents—by far the lowest rate now prevailing in the screen field! 


\ 55° efane 


e) 


a) | | HILLMAN WOMEN’S GROUP 


a 


MOVIELAND + REAL ROMANCES a 
REAL STORY + REAL CONFESSIONS ss 


HILLMAN PERIODICAL BUILDING, 1476 BROADWAY, NEW YORK 18 
333 North Michigan Ave., Chicago * 9126 Sunset Boulevard, Los Angeles 
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‘L. A. News’ Starts 
‘Swing Shifter’ 


Los Angeles, June 17.—Based on 
a finding that 30% of the 450,000 
war workers in this area leave or 
go on the job between 10 p. m. and 
l a. m., the Los Angeles Daily News 
has inaugurated the Swing Shifter 
edition, appearing at 22:00 o'clock, 
or 10 p. m., in civilian language. 
The first appearance of the new 
edition was last Sunday night, and 
daily sales thus far have averaged 
about 10,000. 

Robert L. Smith, executive vice- 
president of the News, explained 


that the new edition replaces an-| 


other, and that no additional con- 
sumption of newsprint is required. 


Names Lewis Agency 


Eastern Air Devices, Brooklyn, 
manufacturer of electronic, elec- 
trical and mechanical control de- 
vices, has appointed Lewis Adver- 
tising Agency, Newark, N. J., to di- 
rect its advertising. Business papers 
and direct mail will be used. 


Grade Labeling 
Attacked at 
Publishers’ Meet 


I am interested in making a connec- 
tion with a progressive. established 
advertising agency. 44 years old; 23 
years’ e ence in key executive 


itions in advertising and publish- 
ing: at present employed with $12,000 
business. Box 
New York, 


early income; contro 
Tiev, ADVERTISING AGE, 


New York, June 17.—High praise 
from federal officials for the cooper- 
‘ation of the magazine publishers in 
connection with the anti-inflation 
‘and other voluntary campaigns was 
|reported at the annual one-day sum- 
|mer meeting of the National Pub- 


lishers’ Association held yesterday | 


jat the Wykagyl Country Club, New 
Rochelle, N. Y., with President W. B. 
Warner of the McCall Corporation 
presiding. 

In following speeches, deep con- 
|cern was expressed because of the 
continued agitation in Congress for 
compulsory grade labeling to the ex- 
clusion of established trademarks 
and brands and the crippling stand- 
ardization of hosiery already ordered 
by the OPA. It was pointed out that 
these moves constitute a threat of 
the greatest seriousness to the en- 
tire free enterprise system. They 
were also termed a direct attack 
upon national advertising, and there- 
fore upon publishing. 


Urge Paper Economies 


The War Advertising Council has 
been the medium through which ef- 
fective cooperation with the govern- 
ment has been extended, and its 
usefulness has been recognized, it 
was reported, by many federal 
agencies which call upon it for as- 


‘sistance and information, thus pro- 
‘ducing an increasing understanding 
and appreciation of advertising 
within the government. The anti- 
| inflation campaign, which is soon to 
irun, was prepared on a voluntary 
| basis by a group of leading agencies, 
from whose suggestions the best 
copy was selected, and, like the pre- 
vious campaigns in aid of the gov- 
ernment, will appear in more than 
400 magazines, reaching a total cir- 
culation of 80 to 90 million. 

Publishers were urged to accom- 
plish every possible economy in the 
use of paper during the third quar- 
ter, with the assurance that their 
savings will be credited to them for 
use in the increasingly tight situa- 
tion which will prevail in the fourth 
quarter, in which a further cut of 
10% or more was predicted as prob- 
able. 

Golf prizes were won by Joseph 
Gerardi, of the McGraw-Hill Pub- 
lishing Company, and Guy F. Fry, 
of the Gregg Writer. 


McAdams, Ritchey 


Join Copy Staff 

John McAdams and John C. 
Ritchey have joined the copy staff 
of Albert Frank-Guenther Law, 
New York. Mr. McAdams was for- 
merly on the copy staff, Newell- 
Emmett Company, New York, and 
Mr. Ritchey was previously with the 
Wall Street Journal editorial staff. 

William T. Cobb, vice-president, 
has been appointed general copy 
director. 
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DOES SONOVOX INCREASE COSTS? 
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There’s no question about it. Sonovox does increase radio 


costs — though usually by a very small percentage. 


But the real question is 


of radio? 


does it increase the effectiveness 


Do Sonovox commercials catch the listener's ear 


even a little easier than conventional “plugs”? Are words 


more memorable if spoken in voices that are sweeter, or 


more distinctive, or more compelling, or merely more in- 


terruptive than any human 


You know the answer. It’s 


Sonovox is a new and basic art - 


words with memory-evoking sounds. 


you will be using Sonovox, 


voice can be? 
YES. 


anew means of associating 
Ten years from now 


in the proper place, as a matter 


of course. But in the meantime. the pioneers at the right are 


cashing the extra dividends that always accrue to the fore- 


sighted. Why don't you join them? 


CHICAGO 


NEW YORK: 
Placa Sat 


Pare Ave 


WRIGHT-SONOVOX, INC. ooo 


“Talking and Singing Sound” 


NEW YORK 


SAN FRANCISCO: 


HOLLYWOOD 
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SONOVOX PIONEERS 


Allied Mills, Inc. (Wayne Feeds) 
.ouis E, Wade, Inc. 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 


American Industries Salvage 
Committee (Steel Scrap Drive) 
McCann Erickson, Inc. 


Bismarck Hotel 
Smith, Benson & McClure, Inc. 


Buick Motors Division, General 
Motors Corp. 
Arthur Kudner, Inc. 


Chicago, Milwaukee, St. Paul & 
Pacific R. R. 
Roche, Williams & Cunnyng- 
ham, Inc. 


Chick Bed Company 
(Chick Bed Litter) 
The W. D. Lyon Co. 


Colgate-Palmolive Peet Company 
el, Palmolive) 
Ward Wheelock Co. 


Delaware, Lackawanna & Western 
Coal Co. 
Ruthrauff & Ryan, Inc. 

Walt Disney Productions 


Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauff & Ryan, Inc. 

Christian Feigenspan Brewing 
Company ( geen and 
Dobler P. O. N. Beers and Ales) 

Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
‘. J. Potts-Calkins & Holden, 

ne. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maron, Inc. 

Grocery Store Products Sales Co. 
Inc. (Fould’s Macaroni Products} 
Campbell-Ewald Co., Inc. 

Chr. Hansen Laboratory, Inc. 
(Junket Quick Fudge Mix) 
Mitchel Faust Advertising 
Company 

Andrew Jergens Co. 

(Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 

Ruthrauff & Ryan, Inc. 


National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 

Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 


Pan American Coffee Bureau 
Buchanan & Co., Inc. 
Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 
Radio Station KOMA, 
Oklahoma City 
Alvino Rey and his Orchestra 
(in all broadcasts) 
Shell Oil Company, Inc. 
Walter Thompson Co. 


Universal Pictures Company, Inc. 
(‘Larceny With Music") 
Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 
Velie-Ryan, inc. (Nesbitt's 
California Orange Drink) 
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ve Po woraliagias 
Likely Paper Cut 


Takes Spotlight 
in the Capital 


Washington, D. C., June 18.—The 
news which loomed largest in Wash- 
ington this week was that of an im- 
pending paper cut as reported in 
ADVERTISING AGE last week. Officials 
of the printing and publishing divi- 
sion, WPB, are frankly dubious 
about the possibility of getting 
through the third quarter of the 
year. The division’s industry ad- 
visory committee yesterday recom- 
mended a 5% newsprint cut. 

To many publishers, particularly 
publishers of magazines having a 
sizable foreign circulation, the news 
that censorship is being shifted from 
the confused and intricate machin- 
ery of the Board of Economic War- 
fare to the swift and sensible Office 
of Censorship came very pleasantly 
this week under the new order. Dis- 
trict postal censors will be charged 
with determining what material in 
a publication touches on the volun- 
tary code but only Washington can 
hold up a magazine at the border. 
Publishers and advertisers alike can 
be glad that the policy of ripping 
out offending pages and advertise- 
ments has gone by the boards. 


Plans Chicago Meeting 


| On the Capital radio front the 
National Association of Broadcast- 
}ers’ small stations committee memo- 
|rialized the Office of War Informa- 
| tion on the dangers of allotting spot 
jannouncements to advertisers using 
|paid space in another medium, ask- 

ing that allotments be made only 
| where a reasonable amount of paid 
| time was being used. NAB also an- 

nounced a meeting of its public rela- 

tions committee at the Palmer 
House in Chicago, June 23-24, where 
|James W. Irwin, assistant to the 
|president of Monsanto Chemical 
|Company, St. Louis, will be a prin- 
| cipal speaker. 

On the legislative radio scene the 
White-Wheeler bill hearings have 
been moved back to September, 
which Sen. Burton Wheeler said was 
|dyie to pressure of other business in 
|the Senate and the prospect of a 
|summer adjournment. 


Bankhead Bill Slumbers 


On the legislative side, the Bank- 
jhead bill was still dormant and is 
jlikely to stay that way despite the 
interest of the country weeklies it is 
designed to benefit. The House ap- 
propriations committee used a prun- 
ing knife on the budgets of the 
| Office of War Information and the 
Office of Price Administration, but 
both came off somewhat better than 
|might have been expected from the 
\criticism they have received from 
| Congress. 
| The War Production Board in con- 
|junction with the Office of Civilian 
|Requirements and the Office of 
| Price Administration was preparing 
ito embark on an extensive war 
model program but trademarks and 
brand names are expected to be 
| maintained. 
| OWI’s domestic radio bureau will 
begin including chain break an- 
|nouncements in its national package 
during the week of June 21 and two 
groups of stations have been given 
chain break announcements dealing 
with social security cards. Two more 
groups of stations will be added dur- 
jing the week of June 28. 

The Office of Price Administration, 
target of criticism from all sides for 
the past few weeks, showed signs of 
| resistance. Its program of rollbacks 
on basic food prices will probably be 


' 
| 
| 


invoked. There are still signs of a 
thorough internal shakeup. Lou R. 
Maxon, OPA information deputy, | 
was back in Washington after a va- 
cation, and his return revived ru- 
mors that he will succeed to the post | 
occupied by John Hamm under Leon | 
Henderson. His title would be senior 
deputy but his duties are those of a/| 
general manager. 

Announce New Publication 


OWI this week announced a new 
publication—a trade press clip sheet 
—as a means of supplying news to 
the business, trade and technical 
press. The new publication is ex- 
pected to obviate OWI’s method of 
putting out separate releases for 


business papers. George H. Lyons, | 


chief of OWI’s news bureau, said | 
the change would save 28 million 
mimeograph paper sheets, $15,000 in 
duplicating costs, 
hours. 


and 4,500 man-| 


Retail grocers this week outlined 
a new program of price contro] i 
OPA, which they feel will curb in. 
flation. Significant phases were th. 
removal of ceilings from luxury 
items, margins on price contr»|s 
based on 1941 percentages, and rec. 
ognition of the functions performed 
by a store should be included in ‘he 
margin. 


O'Dea Interest 
in Ad Agency Sold 
to Quick, McElroy 


New York, June 17.—Mark O'Dea, 
president of O’Dea, Sheldon & Cin- 
aday, which he founded in 1530, 
has sold his interest to L. C. Me. 
Elroy and J. F. Quick, vice-presi- 
dent and treasurer, respectively, of 
the agency. 

Mr. O’Dea is relinquishing his 
control after 30 years in the agency 
business because of increasing pres- 
sure of his work in Washington as 
director of public relations for the 
U. S. Maritime Commission and 
War Shipping Administration. 

Effective July 1, the agency name 
will be changed to Sheldon, Quick 
and McElroy, with George H. Shel- 
don, executive vice-president, suc- 
ceeding Mr. O’Dea as president. The 
interest of Ward M. Canaday was 
purchased some time ago by the 
corporation. 


Warren Bassett Joins 
‘Advertising Age’ Staff 


Warren L. Bassett, for a number 
of years with Editor & Publisher, 
New York, as news editor, manag- 
ing editor and a member of the 
board of directors, has joined the 
staff of ADVERTISING AGE as execu- 
tive editor, with headquarters in 
New York. 

Mr. Bassett has had more than 20 
years experience in the newspaper 
and business paper field. A gradu- 
ate of the University of Iowa, class 
of 1921, he entered newspaper work 
as a reporter and feature writer on 
the staff of the Des Moines Register, 
later working for the Associated 
Press and United Press in Des 
Moines and New York. 


Batt Reelected by 
American Management 


William L. Batt, vice-chairman, 
War Production Board and presi- 
dent, SKF Industries, was reelected 
chairman of the board, American 
Management Association, and Alvin 
E. Dodd was reelected president at 
the annual meeting in New York 
last week. 

Other officers elected were: 
Thomas Roy Jones, president, 
American Type Founders, chairman, 
executive committee; Harold  V. 
Coes, vice-president, Ford, Bacon 
& Davis, chairman, finance commit- 
tee; James L. Madden, third vice- 
president, Metropolitan Life Insur- 
ance Company, treasurer; and 
Henry J. Howlett, secretary. 


SWPC Issues Booklet 


Designed to assist the prime con- 
tractor and subcontractor in the 
problems arising out of their re- 
lationships with the procureme: 
services, a 22-page booklet tit): 
“Spreading the Work” has been pr‘ 
pared by the Smaller War Pil: 
Corporation, Washington, D. C., an 
is available by writing to the Off 
of War Information. 


Mahoney Leaves GE 


Tom Mahoney has resigned 
assistant manager of General Ele-- 
tric Company’s news bureau 1 
Schenectady, N. Y., to join te 
overseas branch of the Office of Wir 
Information in New York City. 


LOOK IT UP in 
the MARKET DATA BOOK: 
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FAWCETT PUBLICATIONS, INC ¢ 1501 BROADWAY, NEW YORK 18, N. Y. 


CHICAGO e FRANCISCO 


Of the first 4009 Americans wounded in the Southwest Pacific 
how many died of their wounds? 586? 7? 112? 


Who is called “The new Edison of invention”? 


What does the Navy fondly call the giant warship which distin- 
guished itself so magnificently in the Battle of the Solomons? 


Sawdust of what color on the floor of a butcher shop will 
increase sales? Yellow? Blue-green? Red? 


Does a bumblebee use the principle of the airplane or of 
the helicopter in flight? 


Why have the Nazis developed a “lop-sided”’ fighter plane? 


How can you use an electric iron to eliminate cooking odors 
in a house? 


What magazine has had more than 55% of its advertisers in- 
crease their appropriations within one year? 


What is the difference between strategy and tactics? 


How can you get full development of shadow areas in a 
photograph without graying the highlights? 


11 
12 


13 


14 
15 


16 
17 


18 


19 
20 


What bird flies faster than the average light plane? 


How can you have a perfect outdoors vacation trip this year 
without worrying about gasoline, tires and car? 


Is it possible for a battleship to sail, under full control, with- 
out a man on board? 


What magazine has a circulation 60% greater at 15¢ than it 
was a year ago at 10¢. 


What was the largest living creature that ever flew? 


How many formulae for making synthetic rubber do American 
chemists know? 3? 30? 300? 3000? 


What do chemists expect the next step in plastics to be? 


Which has the right of way in the air, according to air traffic 
rules: A balloon or a helicopter? 


What “men’s” magazine has had its material reprinted in 
women’s magazines? 


Does a Scandinavian worker work best in a red-colored room 
or a blue-colored room? 


ANSWERS TO M.I.-Q TEST 


2 « John Hays Hammond, Jr. 
3 © “The Big Bastard”. 13 « 


4 « Blue-green. 14+ 
5 « The helicopter. 


Ge For clearer vision and elimination of engine 
noise. 16 ° 3000. 
Je Set the iron bottom-side up and sprinkle cin- 


8 © Mechanix Illustrated. 


9. Strategy is the principles of war—tactics is the 


Mechanix Illustrated. 


aa 2. 12° Take the unique ‘“‘rented canoe wilderness 
trek,’’ as described in the July M.I. 


Yes, the battleship Utah used as a target ship 
was radio controlled. 


15° Pteranodon igens ‘‘giant toothless flier,’’ with 
a wingspread of 21 feet. 


namon on it. 17 « The incorporation of metal, silicon and calcium 

atoms in plastic formulae, giving us plastic 
stone, marble or steel—stronger and perhaps 
only ene-fourth as heavy as the natural product. 


employment of those principles in the field. 18 « A balloon. 

10 - Add a 10% potassium bromide solution to de- 19 « Mechanix Illustrated in ‘‘The Woman” and 
veloper. others. 

11 ¢ The hunting duck-hawk—180 m.p.h. 20 « Blue. 


THESE QUESTIONS AND ANSWERS ARE BASED 
ON MATERIAL APPEARING IN THE JULY ISSUE 
OF MECHANIX ILLUSTRATED, AMERICA’S 
MOST REMARKABLE NEWS MAGAZINE. IF YOU 
WOULD LIKE TO SEE A COPY AND CAN'T BUY 
ONE AT A NEWSSTAND, JUST DROP US A LINE. 


J mate ee 


Published by 


LOS ANWGELES 


SAN 


MECHANIX ILLUSTRATED 
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Combat Misleading 
Sugar Information 


New York, June 16.—In a deter- 
mined effort to combat such in- 
jurious warnings as “Look out! If 
you eat sugar your teeth will fall 
out,” which have been voiced by 
many nutritionists and dietitians, 
the nation’s raw sugar producers, 
cane sugar refiners and beet sugar 
processors who supply the American 
public with its sugar, have estab- 
lished the Sugar Research Founda- 
tion, a non-profit organization to 


conduct research and _ distribute 
factual information about sugar. 

The foundation, for which papers 
of incorporation were filed in Al- 
bany June 10, has under considera- 
tion an extensive advertising pro- 
gram designed to help initiate a 
comprehensive research and public 
educational program intended to 
clarify the place of sugar, and of 
foods and beverages containing 
sugar, in the diet, both in wartime 
and peacetime. 

Adequate supplies of sugar are of 
the greatest importance at this time, 
particularly since the surplus of 
grains which has troubled this 
country for years is now disap- 
pearing and food authorities are 
increasingly concerned over the 
growing scarcity of grains, asserted 
Joseph F. Abbott, newly-elected 
president of the foundation and 


president of the American Sugar 
Refining Company. 


Calls for Research Program 


“In view of these developments,” 
Mr. Abbott pointed out, “the sugar 
industry feels that research in- 
tended to obtdin up-to-date infor- 
mation on the value of sugar and 
products containing sugar, and cost, 
as a source of energy in com- 
parison to other foods, should be 
initiated at once so that misleading 
impressions can be corrected.” 

Mr. Abbott said that the new 
organization will attempt to develop 
new uses for sugar and its by-prod- 
ucts; combat misleading and unfair 
advertising and propaganda against 
the use of sugar; transmit to the 
public, through advertising and 


other media, pertinent and accurate 
information about sugar as a food. 


He emphasized that the foundation 
will not conduct research concern- 
ing the growing or processing of 
sugar, nor will it carry on studies 
or issue any material concerning 
tariffs, trade treaties of any other 
politician or agricultural problems. 


Elect Officers 


The foundation elected Ernest W. 
Greene, of the Hawaiian Sugar 
Planters Association, and Douglas 
Scalley, vice-president and general 
manager of the Utah-Idaho Beet 
Sugar Company, as vice-presidents; 
Carl S. Nadler, president of the 
South Porte Rice Sugar Company, 
treasurer; and David M. Keiser, 
president of the Cuban American 
Sugar Company, secretary. Ody H. 
Lamborn, president of Lamborn & 
Co., was appointed executive direc- 
tor. 


POTENTIAL CUSTOMERS 


CIRC 


COUNTS MOST IN NEW YORK CITY 


eee 


“BEER? BAH! | ONLY DRINKA 


DA RED 


New York City, melting 


considered a single market. 


WINE.” 


pot of the world, can hardly be 
Here live tremendous nation- 


ality groups (the lower East Side, "Little Italy," Chinatown, 
Harlem, etc.) . . . each a big city in itself. . . . Each dom- 
inated by the customs of their country of origin. 


Eating and drinking habits among these nationality groups 


are generations old . . 


. and as immoveable as the rock of 


Gibraltar. These New Yorkers are poor prospects for in- 
numerable food and beverage products. 


For advertisers of such products, newspaper circulation here 


is largely non-productive. 


“| SURE ENJOY A GOOD GLASS OF BEER, 


) MEALTIME... OR ANYTIME.” 


=~ 


On the other hand, New York City has equally large areas 
(mostly private residential) of typically American families 

. unhampered by nationality preferences . . . open to 
buy any typically American product. 


Moreover, they are the city's great middle class group . . . 
where ability-to-buy, manner of living, and home environ- 
ment make for better than average prospects. 


In covering the New York City market, EXTRA EMPHASIS 
on these typically American families pays extra dividends. 


It's been proven time and again! 


In New York City, this is balanced spending! 


REACH THEM MOST ECONOMICALLY THROUGH THE USE OF 


NEW YORK CITY'S 


HOME GROUP 


Cong Island 


Covering the southern half of Queens (New York City) 


Baily Press 


| 


Cong Island Star Journal 


Covering the northern half of Queens (New York City) 


Staten Island Advance 


Covering Staten Island (New York City) 


_~™ Sa 


185,532 


ABC CIRCULATION 


| Ward, 


NOGE 


Building, Loan 
Firms Urged to 
Continue Drives 


Saranac Inn, N. Y., June i§— 
Continued advertising as a means o; 
counteracting losses of business re. 
sulting from wartime curbs on home 
financing was strongly urged by of. 
ficers of the New York State League 
of Savings and Loan Associations jy 
convention here. Clarence J. Rob. 
erts, president, declared the way t 
meet the problem of reduced earp. 
ings is “not by cutting out yoy, 
advertising.” 

“If you disagree on that,” he saiq 
“please answer these questions: Why 
do the railroads continue to adver. 
tise when they have more businex 
than they can handle? Why are ay. 
tomobile and other manufacture; 
continuing to advertise when they 
have no merchandise to sell?” ‘ 

Mr. Roberts asserted that “the 
real way to handle this problem j: 
first seek out the home purchaser; 
then check the recordings for ref- 
nancing and get your share of thi 
business. Continue to advertise you; 
mortgage loan plan and your say- 
ings plan.” 

The need for vital materia) 
caused the government to restrict 
all new construction except wa; 
housing, thus causing a tremendou 
drop in mortgage loans, he stated 
and a virtual halt to remodeling o; 
existing properties. He urged leagu 
members to invest surpluses in goy- 
ernment securities. 

“The need for increased advertis- 
ing was emphasized by Zebulon \ 
Woodard of New York, executiy 
vice-president of the group, wh 
said: “A concerted, systematized and 
concentrated statewide advertising 
program would undoubtedly go ; 
long way toward building up the 


|good will and prestige which ow 


industry needs if it is to widen its 
possibilities of assuming the posi- 
tion of leadership which it merits 

George C. Rogers, president, War- 
wick, Monroe and Chester Building 
and Loan Association of Monroe, N 
Y., was elected president. 


St. Louis Women 
Elect Dorothy Ward 


Dorothy A. 
assistant 
manager of the 
merchandise 
division of the 
St. Louis Better 
Business Bureau, 
has been elected 
president of the 
Women’s Adver- 


<a 
tising Club of St. , ws 
Louis. / y 
Other officers } bie 
are: vice - presi - Rf oS i 
dent, Mrs. Alfred 
H. Majers, 
Datche Advertis- 
ing Company; secretary, Mrs. Joh: 
B. Cari-Cari, Station KWK; anc 
treasurer, Oma M. ssoch, Brit 
Printing & Publishing Compan) 


Cashman Elected V. P.:; 
Miss Scott Joins FC&B 


Edmund L. Cashman, one of tt 
senior radio executives of Foot 
Cone & Belding, New York, has bee! 
elected a vice-president of th 
agency. Mr. Cashman is closely as 
sociated with Emerson Foote on the 
Lucky Strike account. 

Jane Scott, formerly on the ex- 
ecutive staff of the William Morr 


Dorothy Ward 


| Agency, New York, has joined the 
|New York office of Foote, Cone § 
| Belding. 


THAT'S MY 
MEAT 


| have the knack of making +” 
space look large. These are 42) 


of space economy. Mail me som 


copy with your space limita‘ 
and I'll show you wh 
| mean. 


Stormville,n 


ae 


hag ‘ Boke ar : ‘hy 4 7 Bes “s AY & . 4 “a 
3 a, =39 SRE oat ee # rae pag. Reh eo 5 Pai on eA - ees ae te Se brea ome. ie : 1 ha , ‘4 » ay Soe” => 3 ‘ ; pets 28 “9 oe of aes a ok Lae & 
z Sta : ‘ * a ene: i ; : > 7 : ° ‘. ere 
ee 8 ee Po ; 
bi. " Renee a ——— . — . a —— June é 
a | | ) | -- 
| ae ‘ . Po 
? 3 esea rc rou p 0 
+o ae 
eae ee 
se | | 
a 
7 a 
Apt a 
pee 
ae 
2 
me 
. ‘5 
Se 7 ena | 7 if pie) a - a ee oe mae 
ee ae ee ee oe oe ‘ _ ae ; » nexeagiaeae se EK VT air 7 co ee 
a ae lg ee Ue ee ee ee ee ee 
. oe ts Bote a ea ee a end Ss es is = Boe " Pa pes é A eae a - a ee smc 27 ee aa 5 
on ee ie” <r. 
re gee i % a at ® | ticHt r) = 3 a me a Mi ie a 
a fan 7 Ci —. 
7 , “ at a a es il " 4 e i ve: N c rj 
: sie ee iin ’ gies Pe a, : Se eee aie ‘ es ee f ‘2 Sf oan — ie a ee) eo é ‘s 7 & - ie a Bi 
file, ‘ii ee = % oe apapbine ee aa r B is ae ee Cine iinet 
is ea si ; Me ee ee a ane pr a ea + esc” : gS ET Ea ee . a Ce 2.60 i ar a oe 
: Ric 7 ™ Say My oe ee ? a eo nae ae eee | hae i 7 pais 5 , a i aa Mg [0 a . eo ae ee > ea 
4 ay a ee i i ee | ae i ee oy Wee. ee ies ad See | eee: oc ea 
; / a eos <.  ee or kg : . ae ee te Peg Ss r- ‘akg ae RENE 
> 7 ee. e : ripe ee ae Zt oe Eo" Mad ee ee . "ag . ™ P ee ay one Bs be ae i 
| a peat 4 23 rr eal 
: j : bie oe gine ‘“ ar i by a. . 7 y , \ fies Ry, _ ae Lead 
y 4 ps <4 , - aa 7 ‘ oF P ™ 7 at ; 7 : r ae Hes 3 ; . . * ~ a =" fy ae 
ponte - Pe ae . 3 he ie ae ae - a _ gl las 
5S ae ne aor —— . " iil ; = a = 6 3 ei 
ee a 4 Pen, . ‘ : io heee 3 ee ten 2 
a a Pas » ‘ 2 a Re 4 ia seo 
ey) ee aa dae pe . ae ee " 7 
Thea a ~ Bie. || asin a. a — mn? =: a .* nate ae 
i a : : as ‘a ’ ' pola ae wr ie * aN le ” % eee aoe r) 
eee a ee ea ee Pihide Gea a te te 7 fn 2 Ei aaa ye 
x 7 Bh ay ee - A ’ Ble s 7 5 b ‘ .  % 8 ’ vm an ‘25 2 , 
re m oe 0) ; -. ae as Be eee ' at : ae s 
aes we 4 , =~ ee a — = ‘ — a ey . 
; , ra ; re ins j 3 : j w= 
i_s ~. ‘ . ; a . a om 
~) = i , ; * 
= 3 he i ; ' 
i ri tee: : ~ J . = ee: . » ke geiee 
ae ent = : Ss a Me, : ee —e . ste oe aid 
as ee >a s : Lees , ra : . =~ 
ox’ ae ah te, ms,” ~¥ x = re i ees bei co x ie ia = is 
a hi ean ie | . . r eo oe a ee i | ae. 
’ ~ ' se ae oes ’ cee ee RE 
\ : . . ae. eS ee a AR mn is 
Bes, & — on ae a ie ¥ oo" ae, 4 
oad Ps er ee aa od : 2 4 a —. 
> a ; bis aan a ; >. 3 — ° os i.) a ee 
: i * ai a ae a a 2? a te 
: 4,© rae Sie oft a = “es ol i a . = Tes et 7 oe. fe: a 4 
ee ee A _—— ie Pl _- a i OR Ae 
: ’ 
i | 
oe we . } 
- | 
——!>. ee | 2 
| 
¥ ee 
ae WIM 
pee © 
a 
oe Be Be —— ee 7 
ie ti; 
sella “° , 
ee ~~ / 
fea , i “hf i i Lip ZA Y// 
Pm 4 Yj Wy 
‘. a ; p70 | 
= | FeAl Lot \Y | 
= Vise Ns ; J 4 
a 
eee 
. . r Se | 
Ee ) = 
— ee —_ 
ae ; 
et ; 
, ee ; 
ee ; ; : 
Pi Wat 3 = 
i ‘ : c a] 
Ki : : 
bra ; 
= ec ie Ps e ‘ ; aes 
¢ a re : Lf a ‘ ; fj 4 : oe. po ‘ ee ieee. eed : ae :. a = “7 rel "Oe 4 is 2 =. Peg Ae —* a, . 7 oe . ze tg Fk we Mer x oP 
Ae parc tae oo ieee i EN ES Ee le he tie oi i ee i ae Ce Dae cre 
i P Papeete, Bs Oe; SB ae ak 2 Pe Oe pet os ee ‘aay eke oy NEP 5 ht Ns poe ES py Se ie eS a) ieee ‘gc? sieas as 
d 7 es ; ar us =. : 7 a By Ae epee: a ie A 5 ee a cs , ~ . oh eae 
“ . "—e - Ne id . eg in a aan. y ad FS ea a) bt etl 2 e > AP “> 


i 1943 ADVERTISING AGE 


OTE 
INFLUENT LAL PEOPLE iu 


| | tS Most 
RAZ INE TAMERICA 


| gear AMERICA'S MOST IMPORTANT MAGAZINES. 


umming if up... 


Results: 


Again and again, without a single exception, these 32 groups 


Who: 


During the past year 32 groups of America’s most is America’s most important magazine.”* 


of top-ranking, opinion-forming Americans voted “TIME 


influential people—including newspaper editors and 
columnists, men in business and industry, members 


of Congress, educators, doctors, commentators—have 
all been asked: 


Conclusion: 


The 32 groups of men and women who were reached by 


these surveys include the great majority of the most influ- 


Wh a t % ential people in America—the people who shape America’s 


thinking from her political opinions to her buying habits— 


“What do you consider the most important magazine the people without whom any advertising campaign is tak- 
published in the U. S. today?” ing the long, slow, hard way around. 
INCLUDING... 


All These 32 Groups of Influential People (Without a Single Exception) 
Vote “TIME Is America’s Most Important Magazine”: 


Members of Congress + Top businessmen listed in Poor's Register of Directors and 

Executives * Newspaper Editors + College Presidents * Radio Commentators * Mayors 

Dench W, tiie Shes. naes Sdcnnenes Gniee, Ray Lyman Wilbur, Doctor Members of the A.M.A.* Magazine Editors * Men listed in “Who’s Who” » Women 
Douglas Aircraft Corp. Monsanto Chemical Co. Chancellor, Stanford U. listed in “Who’s Who” + Newspaper Columnists * “America’s Young Men” + Officers of 


; Engineering Societies - Trade Association Executives - Lions Club Presidents + Rotary 
, ae Club Presidents + U.S.0.Chairmen + Savings Bank Trustees + N.AB. Officers and 
Directors + State Legislators + Headmasters of girls’ schools, boys’ schools, co-educa- 
tional schools + Principal High School and Public School officials * Nieman Fellows 
Postwar Planners + Public Librarians + Trade Paper Editors * Women Columnists 
Women’s Page Editors * Heads of “International Affairs” Organizations + Motion picture 
company officers and directors. (*That carries advertising.) 


TIME 


THE WEEKLY NEWSMAGAZINE 


Representative 
Sam Rayburn 


Raymond Clapper Sen. Walter F. George William Allen White 
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June 21, 1943 


Spot Radio Volume. 


Shows Effects of 
AFRA, AFM Edicts 


Many Stations Report | 
Increases;General ~~ 


Radio Outlook Good 


New York, June 16.—Although 
the total volume of spot radio busi- 
ness is off as compared. with the 
record-breaking volume of 1942, 
there are many important stations 
which are reporting continued in- 
creases in advertising for 1943. 
Thus the question of “How’s busi- 


ness?” depends largely on who’s| 
doing the talking. 
A survey of the situation has | 


developed some interesting angles 
on the spot radio situation, however, | 


and puts AFM President’ James c’ | cline in the summer months has] dise, 


Petrillo on the spot as the villain | 
in the case as far as a good many 
stations are concerned. The typical 
attitude is that while it is possible 
by use of allowable music to con-| 
coct a show, many national adver- 
tisers have the feeling that it’s too 
much trouble to undertake to work 
out a spot campaign on that basis. 

Another factor in the situation is 
that considerable business was for- 
merly placed by transcription with 
non-network stations to promote 
supplementary coverage. This plan 
was used by not a few advertisers 
before AFRA demanded that its | 
members be given double pay for | 
extra performances by means of the | 
platters. That has had the effect | 
in most cases of eliminating re-| 
broadcasts for this particular pur- | 
pose. 


Negotiations Necessary 


“The labor unions are pretty 
much in control of some of the fac- 
tors which make for good spot radio 
business,” said a leading radio rep- | 
resentative. “There isn’t anything 
that advertisers can do about it, and 
there isn’t much the government 
can do about it. So until these 
problems are ironed out by negotia- 
tion with the unions, some spot | 
business which otherwise would 
have been available will just not 
be broadcast.” 

The efforts of the networks to 
induce use of their complete facili- 
ties, through more liberal discounts 
for supplementary stations, is also 
a factor in the situation, some 
observers believe. The fact that 
network volume is up, while spot | 
business is down from last year, 
indicates that this is correct. 

Because of the shortage of mer- 
chandise in many lines and the 
introduction of fewer new products, 
less test advertising is being done 
via spot broadcasts, radio authori- 
ties say. There is One important 
market which is known as a “Niel- 
sen city,” and many advertisers 
have used it for test purposes, since 
results are accurately reflected in 
the Nielsen index figures. Since 
sales cannot be pushed by manu- 
facturers operating with restricted | 
output, less test advertising has | 
appeared on the air in this particu- 
lar market. 

The same considerations apply to | 
retail advertising, which radio has 


@ A busy city of 67,776 popu- 
lation. Supplying food and 
munitions to the armed forces. 
Cereals and cartridges! An out- 
standing national market in the 
§0,000-100,000 population 
group. Write for Market Map. 


THE BATTLE CREEK 


ENQUIRER 4» NEWS 


been making vigorous efforts to 
develop for several years. In cities 
where business is unusually good, 
because of war production, retail 
spot volume is up, but in other 
communities either reduced inven- 
tories or less active retail trade has 
tended to prevent spot radio adver- 
tising volume from rising. 

Leading radio representatives, 
whose stations are in the upper 
brackets as far as power and mar- 
ket importance are concerned, say 
that their volume is off compara- 
tively little, and some report sub- 
stantial increases. But the picture 
for the smaller stations is less 
favorable, emphasizing the tendency 
under present conditions to do a 
more selective job of advertising. 

The outlook, however, is regarded 
as favorable. Radio men feel that 
since many publications are sold 
out, and will be unable to accept 
all the business offered them, much 
of the available advertising will be 
placed on the air waves. They fig- 


ure that spot business is therefore | of the National Retail Dry Goods |intended for the basis of an order 
|likely to make a comeback, espe- 


cially after the usual seasonal de- 


been absorbed. 


FW. Dodge Forms 


Special Committee 


Expansion factors in the American 
|building industry has led F. W. 
|Dodge Corporation, New York, to 
\set up a committee of its top-flight 
|executives to study and review pro- 
|posals to meet fully all changing in- 
| formation needs of the industry dur- 
jing and after the war. 

The development committee is 
‘composed of Thomas S. Holden, 

president; Irving W. Hadsell, vice- 
|president in charge of construction 
‘new division; and Chauncey L. 
| Williams, vice-president in charge 
lof Sweet’s Catalog Service Division. 
|Mr. Holden is chairman of the com- 
| mittee. 


Small Stores’ Meeting 


| A southeastern regional confer- 
lence of smaller stores will be held 
in Atlanta July 21-22 under spon- 
sorship of the smaller stores bureau 


Association. The program will be 
built around four topics, merchan- 
manpower, regulation, and 
promotion and public relations. 


—_—— 


| lose acetate (Celanese) from « 
|lose yarns are as distinct as t) 
which distinguish silk from wo, 
cotton from linen,” the corporat 
brief stated. “In fact, the poin: 


Motion Against 
FTC Complaint difference between cellulose ace iat, 
| and cellulose are sharper and ck 


New York, June 16.—Challenging|than the differences found j; 
‘the constitutional authority of the|natural fibers, and the resu)ian; 
| Federal Trade Commission to com-| differences in the use of the yarn: 
pel the Celanese Corporation of |and fabrics made therefrom a 
| America to classify its textile prod- important. 
|ucts sold under the registered trade- 
|mark Celanese as rayon, the 
company last week filed a motion 
with the FTC which seeks to elimi- 
nate parts of the commission’s 
complaint against Celanese _insti- 
tuted on March 24. 

The company’s motion questions 
the authority of the commission to 
demand affirmative designation of 
goods and to prescribe one particu- 
\lar word as the “exclusive and in- 
| Sopenmmnce affirmative designation.” 
Objections were raised to such parts 
lof the FTC’s complaint as are clearly 


Colanese F iles 


Joins ‘Chicago News’ 

David Appel, editor of the Cleye. 
land News book page for the pay 
five years, has been named literary 
editor of the Chicago Daily Ney, 
He succeeds Sterling North, who re- 
signed from the News to take g 
similar position on the New Yor; 
Post. 


Kimball to Chicago 


Jack Kimball has been shifteg 
from San Francisco to the Chicag, 
|'to compel Celanese to advertise and | office of Williams, Lawrence & Cres. 
label its products as rayon. mer Company, newspaper repre- 

“In general, the qualities and | sentative. Earl Couch succeeds \; 
|properties which distinguish cellu- | Kimball in San Francisco. 
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Facts about AVIATION NEWStar 


Two new McGraw-Hill publications teamed 
with AVIATION to offer a complete infor- 
mation service to the $20,000,000,000 
Aviation Industry. 


Why Two New AERONAUTICAL Publications Now? 


To meet the rapidly increasing information 
needs of war and post-war aeronautical de- 
velopment. To fill the urgent need for basic 
and specialized information delivered swiftly 


* * * 


to the men who are planning 


U. S. leadership in world aviation. 


What is AVIATION NEWS? 


A high-speed weekly magazine of aviation 
news interpretation and analysis. To bring 
aviation news, its meaning and its background 
to busy top executives. Timely. Accurate. Clear. 


Compact. 


What is AIR TRANSPORT? 


A monthly magazine wholly devoted to the 
progress, interests and problems of the air 
carrier. Strictly an air transportation magazine. 


Will AVIATION’S Scope Be Curtailed? 


and building 


How Will These Three Publications Cover 1 
Industry's Buying Power? 


No. America’s oldest aeronautical magazine 
will intensify its job of serving the men who 
design, engineer, produce, merchandise, oper- 
America’s air supremacy. 


ate, and maintain 


Oe PI Tear y ie FO, fh etn tag a 
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AVIATION NEWS will command the weekly “ 
tention and interest of those key indus 
executives who must keep pace with the 0 
and its significance. 


AVIATION, with over 40,000 paid subscribers, ay 
continue its outstanding service to all brio" 
of the industry. 


AIR TRANSPORT will serve the highly special” 


needs of the air carrier, aiding and guiding“ 
who are concerned with the progress of ™ 
fastest growing medium of passenger, !‘¢'s" 
mail and express transportation. 


. * * 


Economies in paper usage which we have put int ef 


withinour reduced paper quotas as established by the P2 


make it possible for us to render these additional s-r'™ 
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z Private Lines 


= 
der—due in part, it is now evident, agencies. The drive has been on and home furnishings markets. The 
to cartel agreements with American | for many months to cut appropria- |ODT had asked cancellation of the 
‘companies. The government is vi-| tions for “promotion” of govern- central markets, as a wartime save- 
tally interested in establishing, now,| ment projects. Budgets, in all prob-| travel means, but WPB_ upheld 
trade relations in the other Americas | ability will be severely cut, and | essentiality of the trade shows as 


ate 


a | 


yon 


McGraw-Hill’s notable series of 
“Seed-Money” advertisements may 
pe partly responsible for Treasury 
heads getting together on the ques- 
tion of removing tax burdens on| six months. 
postwar reserves. Another thought 
s that marked reduction in corpor- 
to taxes as soon as the war ends 
ether plan would be welcomed as 
nacea by industry—would cre- 
ate the incentive to set aside greater 
postwar reserves—would inevitably 


rapid reconversion 


manufacture. 


* 


The Third War Loan has been 
definitely set to kick off Sept. 9. It 
was originally planned to begin 
jater that month, but was moved up 
to avoid conflict with the War Fund 
Drive, a community chest affair. 


when hostilities cease to More 
to peacetime 


| to individuals will total about 7 bil- 
lion for the first half of the year, 
the Treasury will be shooting for 18 
billion additional during the next 
This 18 billion is in| . 
subscriptions from individuals; cor- |!" Washington, 
porations, banks, etc., are relied on | portant governmental po 
to boost the grand total to 45 billion. of Benton & Bowles, 
* * * |business success, 


with the general setup for borrow- | . 
ing, and Sinks the oe bond setup |™an Lou Maxon to be OPA infor- 
: mation deputy, there were numerous 


is ter m ery stand- ; = 
is much better fro every stan Lieisted that Bowles 


point than the Liberty and Victory | people who 


| 


Loan procedures. of 
a * 


the last war. 


American drug companies are go- | 
ing to get a better break in Latin | 
American markets after the war, | th 
thanks to a determined drive by the | gov 
You can get some idea of the in- | State and Commerce departments. | 1. 
tensity of the September drive, and | 


from the fact that while bond sales | control of markets South of the bor- divisions of 


which will prevent the reversion of 


| those markets to our enemies. 
| % * x 


|should have been secured. 


perate the campaigns 
various 


there will be less money after July 
1 for posters, booklets and the other 
printed tools that were thought to 
There are repeated rumors that| be necessary in order to tell the 


Chester Bowles will shortly turn up| American people about the projects 


an economical method of distribu- 
tion. The WPB also told civilians 
that although furniture patterns 
have been ordered curtailed, essen- 
tial needs will be met. 


assigned to an im-| necessary for Victory. The Graphic - 


OPA information di- | responsibility for 


When| The Graphic Arts 


telling 


by which it will issue spec 
lets prepared by them. 


st. The head | Arts Victory Campaigns Committee, 
besides his| New York, believes it will become | tightening paper restrictions and 
has other qualifi-| increasingly necessary for private | difficulties of censorship, are con- 
Incidentally, turn-in of war bonds | cations to recommend him. For the| industry to assume more 
seems to have levelled off at about past year, as . ; . 

4%. which the Treasury thinks i. | rector in Connecticut, he has done a| groups about the Victory projects.|one is the knowledge that export 
tend to decrease the interim transi- | pretty good. It’s very well satisfied | spectacular, thorough job. 


Some publications, faced with 


of the | sidering dropping all export circula- 
selected | tion. 


Two things deter the move: 


Committee al-| circulation may be a prime adver- 


Prentiss Brown brought in Agency- | ready has a working arrangement | tising consideration after the war, 

| with the Office of War Information| when many an advertiser has high 
and the War Advertising Council | hopes of invading the South Ameri- 
ial book- | can and other markets; the second 
Two are|is the steadfast opposition of groups 


* now almost ready for the presses, | like the Office of the Coordinator 


he 


% 


The furniture picture brightened | 
Before the war, the octopal German | been making it uncomfortable for somewhat last week as a result of | 
another one projected for December, | drug combine had nearly complete| the men who o 


government |cago and San Francisco furnitur 


Ignoring political movements be- one on “Absenteeism,” another on |of Inter-American Affairs, who want 
hind the scenes, it is safe to predict “Womanpower.” Others will 
at there will be a whole lot less low. 
ernment printing, starting July | 
Certain groups in Congress have 


fol- | valuable information (idealogically 


| trademarked “Made in America’) 
to keep on flowing. 
* * * 


Government officials dealing with 


WPB action in approving the Chi-| Paper are warm in the praise of 
e|two magazines, Esquire and Coro- 


|net, which went far beyond the 10% 


and AIR TRANSPORT 
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AVIATION NEWS 


OBJECTIVE — To bring inter- 
pretive journalism to aeronou- 
tical news presentation— at top 
peed —to the top men. 


EDITED BY — Robert H. Wood, 
well-known aviation news ana- 
yst, will direct a seasoned edi- 
torial staff in Washington, D. C. 
Dther editors and correspond- 
ntsinkey citieshere and abroad. 


CIRCULATION — 10,000, by 
ubscription only. 


SUBSCRIPTION—Chorter rote, 
one year, $5; three years, $15. 


ADVERTISING — Page rate (on 
13 time basis) $225. Closing 
date, 2 weeks prior to date of 
issue. 


SIZE—8%" x 1114". Type page 
7* » 10°. 


STOCK — 40 Ib. 
SCREEN — 100. 
FIRST ISSUE — August 2, 1943. 
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AIR TRANSPORT 


OBJECTIVE — To serve the spe- 
cialized needs and promote 
the sound development of wor 
ond post-war transport—reach- 
ing all concerned with the future 
of U. S. air commerce. 

EDITED BY— Fowler W. Borker, 
longtime secretary of the Air 
Transport Association, will direct 
editorial staff headquarters at 
New York, assisted by editors 
and correspondents atkey points. 


CIRCULATION — 10,000, by 


subscription only. 
SUBSCRIPTION—Special in- 
troductory chorter rate, one 
year $4; three years, $10. 
ADVERTISING — Page rate (on 
12 page basis) $200. Closing 
date, 15th of month preceding 
month of issue. 

SIZE — 8%" x 11%". Type page 
7* x 10°. 

STOCK—40 lb. SCREEN—100. 
FIRST ISSUE—September, 1943. 


SAN FRANCISCO — John Otterson, 68 Post Street 


‘reduction in lightening their stock. 
The traditional craftsmanship of 
|color photography and cartoons is 
|maintained, but bulk is cut. 

* k % 

American Trucking Associations’ 
recently announced plans to step up 
its advertising have run into bad 
weather, what with ODT, gas, rub- 
ber, drivers, and a 6% reduction in 
freight rates, recently effected. The 
|\third advertisement, scheduled to 
appear the end of this month in 
newspapers of about 60 cities, may 
be held up indefinitely. 

a * * 


United Drug Company let it be 
known recently that it might call 
for redemption its 25-year 5% 
debentures which aren’t due until 
1953. The amount, $30,000,000, is 
the company’s only funded debt. 
|New securities would provide the 
retirement funds, if the SEC ap- 
/proves. According to Justin W. 
Dart, president, United’s wholly- 
owned subsidiaries, Liggett and Owl 
drug stores, are making good gains 
and improvements “give promise of 
| greater stability in the future.” 


Two Appoint Lyon 

Borne Scrymser Company, Eliza- 
|beth, N. J., maker of technical oils, 
and Arkansas Company, Newark, 
| maker of textile softening and fin- 
ishing compounds, have appointed 
.S. Duane Lyon, Inc., New York, to 
|direct their advertising. 


‘Snow Gets Lenk Account 
Cory Snow, Inc., Boston, has been 
| appointed to handle the advertising 
,of Lenk Mfg. Company, Newton 
Lower Falls, Mass., manufacturer of 
| blow torches and various types of 
| solderers. Media will include busi- 
ness papers, a public relations pro- 
| gram and direct mail. 
| —————— 
Haire Buys ‘Furnisher’ 
Haire Publishing Company, New 
York, has purchased The Decorative 
Furnisher from T. A. Cawthra Com- 
| pany, including its Annual Direc- 
|tory. Thomas A. Cawthra, who 
| started the paper in 1901, will re- 
— with the new publisher. 


200,000 ABC! 
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What Is War 


The War Advertising Council, | 
whose new name is certainly a 
much more accurate and realistic 
descriptive of the remarkable job 
which it is doing in mobilizing ad- 
vertising facilities for the war ef- 
fort, does some pretty plain talking 
in discussing the kind of copy 
which should be run by advertisers 
who want to have a part in 
strengthening the home front. 

“Is war advertising advertising 
which simply shows pictures of 
tanks or ships or soldiers?” it asks. 
“Obviously not. It is eighteen 
months since Pearl Harbor. Is war 
advertising that which tells how the 
company’s products are helping win 
the war? No. This sort of adver- 
tising doesn’t help get action by the 
people. And, in the midst of a 
struggle for survival, it is even 
questionable whether it builds good 
will.” 

These statements will probably 
not be accepted without some de- 
bate, for much of the advertising 
which has been published and 
broadcast by leading manufacturers 
engaged 100% in war production 
has been in the nature of a report 
to the public about their contribu- 
tions to the equipment of our Army, 
Navy and air forces. These com-| 
panies believe that to maintain the 
morale of their workers, to let the 
public know what industry is doing 
to outproduce the Axis, and to| 
build a proper understanding of the 


Doing It the Hard Way 


The national administration in-| 
sists that price roll-backs and sub- 
sidies are the correct policy for the 
management of the great production 
and distribution problems which 
face the country, especially in the 
food field. Industry, on the other 
hand, believes that the method is 
wrong, is over-complicated, will 
discourage production and will con- 
fuse and hinder food production, | 
now such a primary requirement} 
for success in the war. 

We believe that the key to the) 
problem is whether we are more in- 
terested in increasing production 
and getting on with the war or in| 
fighting inflation. The latter 
bogeyman which may become real 
if price increases are not controlled, 
but it seems to us that if our poli- 
cies are to be determined entirely 
by consideration of the inflation 
menace, we may run the risk of 
failing to accomplish our production 
goals. 

When no firm stand was taken on 


iS a 


we 


| from reaching runaway proportions. 


Advertising? 


function of business and industry 
under war conditions, this advertis- 
ing is performing a useful function. 

On the other hand, it can be con- 
ceded that the question is chiefly 
one of emphasis. The primary job 
at present, the Council says, is to 
persuade the people, through volun- 
tary action induced by the right 
kind of advertising, to do all the un- 
pleasant things which must be done 
in order to assure victory. Thus 
war advertising which will con- 
tribute most, the Council believes, 
should be done not to improve the 
public relations of a single manu- 
facturer so much as to serve the na- 
tion as a whole. 

This is a thought with which all 
of us must be in agreement. Hence 
the insistence of the Council that 
“war advertising isadvertising| 
which induces people, through in-| 
formation, understanding or persua- 
sion, to take certain actions neces- 
sary to the speedy winning of the 
war,” should be accepted as the 
basis for the kind of advertising | 
effort which will do most for the 
country. It may seem unselfish, but 
for that very reason may produce 
the maximum in public appreciation 
and good will. 

Business has definite problems of 
public understanding and accept- 
ance now and after the war, but it 
can hardly be doubted that doing 
the best possible job of war advertis- 
ing now will help mightily then. 


the subject of wage control, and| 
when, as in the case of the railroad | 
employes, the President rejected 
several times the recommendations | 
of his own boards and insisted on 
greater than had _ been! 
recommended, we had to reconcile | 
ourselves to the fact that price in-| 
creases would be necessary. Thus | 
the most we can hope for is a 
gradual price rise, held back by 
government controls and prevented 


increases 


In the dairy and meat industries 
the rollback-subsidy scheme has} 
already bogged down. Production 
is declining for the obvious reason 
that producers are unwilling to take 
a loss, to be made up for later by 
subsidies which are still not clearly 
established or defined. If we were) 
to adopt the obvious methods} 
needed to increase production, some | 
price rises would follow, but we 


| 
would get the foods we need and/| 


must have for our fighting forces,| the trademark system under which/| tiative?” If so, a display advertiser 


our allies and our civilians. 


ee 


Advertising Age a oe 


| ideas which require the consump- 


Mischa Richter in This Week Magazine 


“Does anyone mind if | 


ree | 


turn to the next page?" 


Ad-libbing 


Reading Index 


Having ridden a day coach twice 
within the week on the Nervewrack 
Express, which is, or should be, the 
name of every train presently 
wending its way from New York to 
Washington and vice versa, the old 
Ad-libber should now feel qualified 
to deliver a weighty discourse on 
the Great Common Peepil, their 
lives, loves and emotions. Unfor- 
tunately, the first part of both of 
these journeys on the Nervewrack 
Express was so completely spent in 
trying to locate an empty seat, and 
the remainder so completely tied up 
with trying to get his legs and the 
lower part of his back into a com- 
fertable position, that he had very 
little opportunity to delve into the 


peculiarities of his fellow passen- 
gers. 

One thing he did note, and that 
was that the index of reading is 
much lower in day coaches than it 
is in club cars. It is a safe bet that 
at least 50% of the riders in a club 
car will be reading newspapers, 
magazines or books at any given 


|}moment, even though this reading 


may be interfered with from time 
to time by the arrival of a new pair | 
of feminine legs, the outcry of a 
slightly saturated bon vivant, or the 
exclamations of triumph and dis- 
gust emanating from the gin rummy | 
game. But on a day coach the| 
reader is definitely in the minority. | 
Instead of 50%, 5% would be a 
very generous figure. The other 
95% sleep, or talk desultorily, or | 
just sit. Their freedom of move- 
ment is terribly restricted. There is 
no point to going from one over- 
crowded coach to another, especially | 
as they may lose their seats or their | 
baggage or both in the process. So | 
they sit, tired and weary, in a sort! 


|of railroad coma. 


Your Ad-libber knows, as all! 
good advertising men must, that 
this is no time to think up new 


tion of paper. But he cannot help 


thinking what an opportunity for 
good will and effective sampling 
exists for the publisher who can} 


figure out some way to get—and | 
keep—his reading matter in day| 
coaches. To say nothing of the | 
magnificent opportunity the rail-| 
roads themselves have for explain- 
ing their problems and building 
understanding and _ appreciation 
among the millions of Americans | 
who are doing more day coach rid- 
ing now than ever before in history. | 


Orchid of the Week 
We haven't donated an orchid to! 
anyone for a long time, so that 


it much prefers 
operate. 

“Our labels are our gauntlet,” 
this copy says, “thrown down to 
trade, to public, to competition with 
this tacit question—‘Can you match 
it in quality? Can you surpass it 
in popularity?’ 

“Here’s how we feel about the 
label that bears the Green Giant: | 

“It is a more beautiful picture to 
us than a Rembrandt. 

“It is as important a piece of 
paper in our business history as the 
Magna Charta was in England’s. 

“It represents as much responsi- 
bility to us as the oath of office must 
to a Supreme Court justice. 

“It rallies our folks to its standard 
as surely as a flag. 

“It stands for us and our busi- 
ness. 

“It is the ‘Green Giant’ kind of 
corn and peas. 

“Our label is us.” 


to continue to 


Abandoned Farms 

The fact that one man’s meat is 
another man’s poison is _ interest- 
ingly demonstrated—in reverse—in 
this advertisement for the Pioneer 


aE as 
~ hae 
328 ABANDONED FARMS" 


itable for S$. or Permanent Homes 


FOR RENT..... or SALE 


le the valleys sed mountains of cool, beautiful Western Masse 
chusetts, Net all of these farms are actually sbeadeecd. Some of 
them are ccrupied; the land i» we longer ased for prefix, but 
would be cacelient for Victory gardens; efter the war for 
oumener aad winter recreations 


Seume require lithe or ae repair, many com be made livable at 
cot withie the oew Federal limitation. These bowers are aeer 
village oo 


hours fram New York City, 100 miles from the coast. 


Sereme. quect retreats that look oe the purple mountains the boob 
coantry side and the sitver-green Conneenewt River 


We can wake srrangrmees for you te mepeet thew fore 
spring sad summer while vou vacation at one of our attractive 
betetn May we send you dewcriptions! 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or th: ugh 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agence, 
executive writing on his business 
letterhead. 


> 


No. 2186. Our Stake 
Peace Conferences. 
This is one of Business Week’, 
series of reports to executives 
which is reprinted from the publi- 
cation’s May 22 issue. It sets forth 
facts, figures, problems and_ ppro- 
posals that establish a basis for 
postwar planning on an_ interna. 
tional scale. 


in the 


Pre. 


No. 2187. The Hartford Times Sees 
Great Air Future for Connecti- 
cut. 

The Hartford Times has issued 
this folder, which reprints editoria| 
material from the Times’ pages, 
outlining a proposal for postwar 
development of Bradley Field as a 
terminal for commercial air trans- 
portation. Many of the stories re- 
printed express support of the plan 
by aviation and state leaders, and the 
whole is offered as an opportunity 
for new aeronautical industries and 
other manufacturing concerns look- 
ing toward expansion. 


No, 2188. KFBI Data Sheets. 
Station KFBI, Wichita, has issued 
this file folder of loose-leaf data 
sheets, which cover market statis- 
tics, station coverage and facilities, 
programming, merchandising, etc 


No. 2175. 
Color. 
Aristotle’s theory on color, the 
views of Descartes and _ Robert 
Boyle, Sir Isaac Newton’s observa- 
tions and the importance of the 
electromagnetic spectrum are some 
of the items discussed in this color 
booklet issued by General Printing 
Ink Corporation. 


No. 2127. A Tale of 412 Cities. 


National Broadcasting Company 
has released this booklet which is 
the second volume of the report on 
its all-county survey of daytime 
preferences of radio listeners in 412 
cities. 


No. 2134. 
Event. 
The Chicago Sun has issued this 
brochure, which announces a new 
woman’s page feature designed to 
help parents solve wartime prob- 
lems in connection with child care, 
and gives the details of the promo- 
tion campaign being put behind the 
three-times-a-week articles written 
by Mary M. Aldrich which start in 
the March 14 issue of the Sun. 


Notes on the Science of 


Announcing a _ Blessed 


No. 2166. Caveat Emptor. 


Circulation has a day in court in 
this United States News brochure 


Pioneers | 


a cy 
NORTHAMPTON, MASSACHUSETTS 


Many wath treat brooks that can br made inte remmming pools 


Valley Association of Northampton, 
Mass., which announces, with no 
embarrassment whatever, that it has 
328 abandoned farms which it is 
willing to rent or sell for summer 
or permanent homes. These are 
“serene, quiet retreats that look on 
the purple mountains, the lush 
countryside (apparently with no} 
trace of envy) and the silver-green | 
Connecticut River.” 

Some of them require little or no | 


which concerns an inquiry into tne 
tools available for determining ‘he 
comparative values of magazine c'r- 
culation and offers depositions ») 
the ABC, a publisher, 1,122 adver- 
tising executives and seven mas4- 
zines. A strong case is made (0! 
the value of direct by mail circu- 
lation. 


No. 2167. Let’s All Raise Food jor 
Victory. 

The Los Angeles Times has issue 
this booklet, which describes in ce- 
tail the Times Victory Garden Clv°, 
one of its wartime public servic 
and illustrates the promotion a 
editorial support put behind it, a 


especially beautiful one we would repair; others could stand a little |eVidence of reader response. 


have liked to buy the other day 
and didn’t is hereby awarded to 
Minnesota Valley Canning Com- 
pany for its current advertising in 
the grocery trade press, “Portrait 
of a Promise.” More copy like| 
this, to the trade and to the public, | 
might do a good deal to make the! 
public understand and appreciate | 


business operates, and under which | 


fixing. Some, indeed, are not actu- 
ally abandoned, but it is clear that 
their owners or occupants look for- 
ward to abandonment with equa- 
nimity, if not with eagerness. 


Jottings 
Does your organization need “an 
unusual woman with controlled ini- 


in the New York Times has one. . 


No. 2141. 
for Selling Power. 
A study of advertising volum 
forms the basis of this brochu: 
which has been issued by the Phi! 


delphia Inquirer. Tables and grap! 
show the total linage picture, fo- 
lowed by an analysis of retail fis- 


ures, general advertising and class 


.| fied volume. 
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ADVERTISING AGE 


Ir Lita May’s mama down in Talbotton, 
Ga., was ever to sce her youngest daughter 
bearin’ down on that Yankee grocer up No’th, 
she’d wonder if she had raised a lady. Lila May 
sometimes wonders herself... . 

Jobs for brand new engineers were scarce 
when Simms Gordon got out of MIT in 1933, so 
he was glad to go to Georgia Tech as instructor 
in aerodynamics. That's how Lila May became 
Mrs. Simms Gordon. In 1937, Simms had an 
offer from a Pacific Coast plane manufacturer. 
Lila May thought Los Angeles was thrillin’. 

Simms’ job jumped in importance in 1939, 
has grown ever since. Last year, he was made a 
key man in a new Middle West plane factory. 
And Mrs. Simms Gordon found herself, with 
two small children, in an unlovely town, living 
in a white trash house, unable to find a maid. 
Planes are test flown all day long over her house, 
rattle the windows. There’s no place to go, and 
no gas for driving. As the wife of a company 
official, she takes part in Defense activities, Red 
Cross, bond drives. But her big jobis entertaining. 


As tHe junior of the company, Simms gets 
the duty of caring for people from Washington, 
the Army, Navy, RAF and Transport Command 
pilots passing through. And Lila May has had a 
terrible time making Mr. Abbott, the grocer, 

3 get hominy grits, sweet peppers, fresh 
yx; crabmeat, okra, and all the ingredients 
PE a girl schooled in Southern cooking 
“v'*  needs to make rationed food and simple 
dishes do for dinner parties these days. 

Entertaining has done a lot for Lila May, too. 

At first, she leaned heavily on native charm. Her 


husband's guests talked flying, as flying men do— 
also war, politics, international relations, topics 
that made Lila May a conversational wallflower. 

Sometime before Pearl Harbor, she came 
across something in a magazine that cleared up 
a conversation she hadn't understood. Lila May 
had always known The American Magazine, 
had often leafed through its pages when she had 
cokes in the drug store at home, occasionally 
bought a copy for some romantic story. The 
magazine suddenly began to mean something to 
her, has meant much ever since. 

It has told her things she needs to know, and 
now wants to know; has stimulated her thinking, 
widened her viewpoint; made her understand 
why her husband and his associates work so hard, 
and for what stakes; the place of this country in 


“PVE JUST COME BACK FROM TOKYO”... 


first hand and first time version of the inside of Japan at war, by 


a neutral diplomat stationed in Tokyo u hen Doolittle’ s 
bombers came over, and just returned to this country 
. in the JULY tssue, out now. 


THE CROWELL-COLLIER PUBLISHING COMPANY 


250 Park Avenue, New York, N. Y. 


her life, and her place in the country. It has made 
her one of the “people who give a damn”, 
capable of greater responsibility, more concerned 
with major values, less likely to be discontented 
with wartime conditions . . . It makes her more 
tolerant of even Mr. Abbott. 


"To mituions of Americans today, The 
American Magazine means more than any other 
magazine. Its editorial program “‘in the service 
of the nation” . . . in exposing issues, spotting 
the significant, charting islands of a) 


sense in an insane scene . . . has added Ra? | 
readership to its pages in every issue, WR : 
stepped up circulation by almost a half-million 
in two years, increased immeasurably as a 
moral force . . . and an advertising medium. 

To the advertiser fortunate enough to be in 
its pages currently, it offers more attention, 
more interest, more acceptance among people 
who mean more, make opinion as well as sales, 
for tomorrow as well as today . . . The evidence 
is in every issue! 


THE Service OF THE WATION 


American il 
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I'VE JUST COME BACK FROM TOKYO 
by RAMON LAVALLE, NEUTRAL DIPLOMAT 
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Super Network 
Isn't in Sight, 
FCC Head Opines 


Washington, D. C., June 15. 


| 


—The 


| were threatened, then FCC would! 
act. 


|/tional Association of Broadcasters | 


possibility of the creation of a super | 


network under the new Federal | 
Communications Commission chain 
broadcasting rules which go into 
effect this week was decried by 
FCC Chairman James L. Fly. 

While nothing in the rules pre- 
vents the erection of such a net- 
work, Mr. Fly insisted that the rules 
severely limit the use of option 
time, and that the manipulation of 
such a network would depend on | 
option time. 

Asked by reporters if there were 
any possibility of the formation of | 
networks by advertisers or agen- 
cies, 
none. 
oppose no new healthy competition | 
in the radio field, and its rules are | 
designed to foster competition. 
new network, accordingly, would be 
unopposed. 


However, said Mr. Fly, the rules iP page 


will not lend themselves to any | 
“sporadic raid” on radio time, and | 
if such practices arose, and the 
welfare of network broadcasting 


MOTAIRBUTION... 


The Distribution 
Of Tomorrow . 


5 deal with it.” 


WH will supply the many 
products and services 
essential to the efficient trans- 
portation — handling and dis- 
tribution of tomorrow? 


@ You'll find the answers in the minds 
of progressive Traffic Men... men 
whose business it is to move—store— 
handle and distribute today’s War 
Cargo. THEY are the men who will have 
the “know how''—will select and specify 
the materials and services they are most 
familiar with. THEY ARE THE READ- 
ERS OF D AND W. 


D and W is keeping these men 
posted on every important development 
on governmental and civilian post-war 
planning of Air Cargo. Every month 
D and W gives traffic men authoritative 
data about the most efficient methods 
used to date. D and W is keeping 
pace with this great new trans- 
portation industry in the making. 


Far-sighted manufacturers who are 
laying plans to apply THEIR products 
and services to this great development 
in the Transportation Field will do well 
to cultivate the men whose business it is 
to move—handle—store and distribute. 
For these men who are gaining first- 
hand knowledge of Air Cargo will have 
the last say in the selection of products 
and services to be used. 


Cultivating these men today—through 


D and W—represents Post-War Trans- 
portation Business Insurance, a sound 


investment in America's Future. 


17. New York 


A Chilton 


Publication 


100 East 42nd Street. New York 


The Progressive Magazine of 
Shipping — Handling — Ware- 
housing—Distribution 


Mr. Fly declared that he saw | also got the bitter side of Mr. Fly’ s | 


Networks, NAB Criticized 
The radio networks and the Na- | 


came in for their weekly bureau- 


|eratic birching. The chairman, ob- | 


viously nettled by published alarms | 


oo the future of network radio | 
| unde 


er FCC rules, again lashed out) 
- the networks and NAB. Nothing, | 
he snorted, 


campaigns.’ 
He called attention to the recent 
brochure issued by the Columbia 
Broadcasting System to its stations, 
explaining the application of FCC’ S| 
rules to CBS outlets’ operation. 
This brochure, he declared, mond 
firms the reasonabieness of 
regulations and their workability. 
The brochure, he continued, 


| iots of things fed (by the network, | 


| 


| 


| responsibility for them. 


#|}ing revenue must be raised. 


ition loans to tide the stations over 


of paid government advertising—or 


Fly said that his discussion with 


|indicated, but declined to 


| occasions, he has mentioned the use 


|presumably) to the _ press, the | 
courts, and Congressional represen- | 
| tatives.” 

NAB’s president, Neville Miller, | 
tongue. Referring to a recent letter 


from Mr. Miller to the Washington | 


A| Post, in which the NAB head placed 


the blame for program content (in | 
this case, the perpetual woman’s | 
argument about soap operas) 
the Federal Communications 
| Conpapiasion. which—Mr. Miller as- | 
serted—now has the responsibility | 
of program content, Mr. Fly said it 
| Wasn't so. 

FCC is not responsible for soap | 
operas, Mr. Fly hastened to say 
FCC didn’t start soap operas, he | 
continued, nor does it support them. 
'Nor does the law give FCC legal 


It’s Their Problem 


“The soap opera problem,” Mr. 
Fly told reporters, “is like the 
mother-in-law problem. It is in 


the networks’ house, and they must 


~On more familiar ground, Mr. 
NAB’s small stations committee led 
to a review of ways and means of 
solving the stations’ financial diffi- 
culties. There seemed to be one 
obvious solution: national advertis- 


It was not the only method of 
improving the stations’ status, he 
reveal 
others On _ previous 


what were. 


of Reconstruction Finance Corpora- 


the wartime emergency, and the use 


subsidy—to help them through a 
difficult period. 


Scientists Find 


New Economical. 
Alcohol Process 


New York, June 16.—The new 
Balls-Tucker alcohol process, which 
eliminates the use of barley malt 
from alcohol production, may save 
the government $50,000,000 a year 
in war-alcohol tests and yield an 
inexpensive protein by-product en- 
abling bakers to increase consider- | 
ably the amount of protein in bread, 
was described here this week by 
Frank G. Handren, president of 
Park & Tilford Distillers. 

Previously barley malt was re-| 
quired to convert starch to sugar 
in fermentation, but under the new 
method a solution of sodium sul- 
phite, a plentiful and inexpensive 
by-product of many industries, is 
used to extract diastase from wheat 
before it is cooked. 

It is felt that this cost-reduction 
will be a big boon to grain growers 
who have long yearned for new out- 
lets for their surplus crops, besides 
opening the door to large-scale 
production of grain alcohol for syn- 
thetic rubber, motor fuel and other 
industrial products in the postwar 
period. 


Appointed Sales Manager 


Mahlon A. Glascock has been ap- 
pointed sales manager of Station 
WRC, Washington, D. C., succeed- 
ing John H. Dodge, who has joined 
the Navy. Mr. Glascock, with WRC 
since 1942, was formerly commer- 
cial representative of the station, 
and prior to that was with several 
Washington, D. C., agencies. 


Evans to Donahue & Coe 


John W. H. Evans, formerly with 
“harles E. Cooper, Inc., New York, 
has joined Donahue & Coe, New 
York, where he will be in charge 


f outdoor 
vertising 


and transportation ad- 


\Gypeum Rejects 
WLB Order; Tells 
Why in Paid Space 


Chicago, June 15.—Rejecting a 
War Labor Board order directing it | 
to accept the closed shop and union 
checkoff system, United States Gyp- 
sum Company today ran five-col- 


| centers. 
| Company, Chicago agency, 


| 


“is to be gained from | umn advertisements in newspapers; The board has 
| the continued promotion of scare|of 30 major 


and other 
Fulton, Horne, Morrissey 
placed 


| Angeles 


ihe copy. 

The WLB order of May 31, ac- 
cording to Mr. Keady, directs USG 
to incorporate in its contract with 
the Warren, O., union a clause set- 
ting up the form of closed shop 
called “maintenance of member- 
ship,” plus the check-off of union 
dues and initiation fees from wages. 
no authority to 


metropolitan | 


destroying the very essence o; 
democracy, that is, the right of the 
people to make laws through their 
chosen representatives in Congress.” 

USG’s stand is similar to tha; 
taken by Montgomery Ward & Co. 
in combatting a WLB order of the 
same kind affecting some of jt. 
stores (AA, Jan. 18). The majj 
order house yielded only when 
directed personally by President 
Roosevelt to comply with the order. 
Sewell L. Avery, chairman of the 


a 


cities reproducing a/| impose these requirements upon the| board of Gypsum, is president 0, - 

letter to the WLB by William L. | company, Mr. Keady contends, add- | Ward. —_——_ 
_Keady, president. ing: “The company’s employes are equqmmmeven at e 
Headlined flatly, ““‘We cannot ac-| being confused and deceived into y 

cept this unconstitutional ruling of| believing that their government Armstrong to Kudner vation 

the War Labor Board,” the com-| desires them to join a labor union Frank Armstrong, for the pag at me 
pany’s stand is explained to official | when in fact the national policy, as | year-and-a-half promotion manage; the ‘ 
Washington via the Washington | declared by Congress, is that em-|of Warner Brothers, has rejoineg “ls 
the | Post and Star, and te the public in| ployes are free to join or not to|the staff of Arthur Kudner, Inc “i 
”| New York, Chicago, Cleveland, Los! join as they wish. The board is! with headquarters in Detroit. yg 
“eats | in Vv 


“POSTWAR CONVERSION’ 
DOESNT WORRY E. J. HIESEE 


VAY You'll see E. J. Hieser’s picture 
the cover of July Successful Farming. Like thousands of similar Heart Region “man 
facturers” his 137-acre ‘‘factory’’ is producing critical war material —fighting foot 
When the guns cease firing, you'll still be able to locate E. J. Hieser on his Tazewd 
County, Illinois, farm. And you'll find his “factory” turning out the same produc 
it’s producing today. 

For E. J. Hieser is a part of America’s most stable market —the rich Upper Missi 
sippi Valley States that make up the Heart of agricultural America. Here is a mark 
postwar planners can put a finger on—a market that will not squirm or wriggle awi 


from them or evaporate to the ends of the country when the world again turns tot 
paths of peace. 


Now there’s a simple, feasible way for advertisers to clinch this stable Hei 
market for their very own... . through the pages of Successful Farming. It is the fat 
magazine that the best Heart farmers emphatically prefer above all others. To mot 
than a million of them it is the trusted guide that helps them earn more and 0 
more than any farmers in the world. 


@aete Bele «= ee eet 


Successful Farming is a magazine with the same stability as the market it servé 
Through its pages you can build a permanent business in the world’s most s/ab 
market. Advertisers with an eye on tomorrow as well as today should make it /a® 
on every advertising schedule. 
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Se\ Juccessi 


A MARKET YOU CAN 
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| series of pages and half-page units 
|in four colors. Initial copy released 
|this month is headlined ‘“Here’s 
|Happiness Tomorrow your 
|Delta-equipped home _ workshop.” 
| Those who hanker after the home 
| workshop are urged to earmark 


Farmaik War Bonds 
for Postwar Home 
Workshop-Delta peo are sites 


|ning and saving now for the things 
(Picture on Page 51) | they want,” the copy says. “How 
Milwaukee, June 15.—Since many | about you? Let your purchases of 
peacetime hobbies must wait until | war bonds begin to count in your 
the end of the war, Delta Mfg.;own mind toward a Delta home 
Company has launched an expanded | workshop, and make saving twice 
national advertising campaign aimed | as easy. 
at building a solid foundation for | booklet giving the complete story of 
the future in the nation’s home| this fascinating hobby.” 
workshop field. | Wartime occupations have intro- 
Heading the list of magazines are| duced new thousands to manual 
parade and This Week Magazine, activity and Delta hopes to add 
in which Delta has scheduled a| many of them to its list of postwar 


Mail the coupon for free | 


|customers. Stressing accuracy, de- 
| pendability and safety of its power 
|tools, the manufacturer says these 
|guiding principles have helped it 


‘expand since 1923 “from a little | 


back-alley shop to a vast industry.” 
| “Moreover, these are the same 
| principles upon which we are now 
designing better tools for you to 
enjoy after the war,” the prospect 
is told. 

Delta’s industrial tools are run- 
|'ning 24 hours a day in war plants 


| 


|and training schools, the company 


| points out, and since added produc- | 


| tion is being asked none will be 
available for civilian hobbies now. 

The schedule also calls for large- 
|space advertisements in Business 
| Week, Newsweek and Time and in 
addition the company is continuing 
|to tell its story in the homecraft 
|magazines, publications’ in 


|series of Esso 


|}emphasizes that the “cat cracker,” 
vital unit in the production of syn- 


the | 


15 
school and export fields, and other 


business papers. The campaign was ArMy Orders Fail 
planned by Hoffman & York, re-| s 2 

cently appointed agency on’ the|£O Halt Declining 
‘Shoe Profits 


Delta account. 
Standard Oil Releases | New York, June 16.—The nation’s 
ishoe retailers who have just mas- 


Another Esso Ad 
of New |tered the complexities of consumer 


Standard Oil Company aoe : 
Jersey has released another in its|T@tioning now face the prospect of 
5 declining sales and profits, according 


research advertise- | 
ments th hout its territory of 18|t© @ survey by Standard & Poor 
sin aaa tie Wioietes ob Golan | which asserts that shoe production 


states < istric ol ia. ~ : - 
states and the District of Columbia | will veer downward this year, with 


Headed “I Call this a Statue of |. : aha. yy & 

Liberty, too,” the advertisement | increased military allotments failing 
} to offset reduced civilian output re- 
|sulting from rationing. 

Margins will be narrowed by the 
combined factors of smaller volume, 
together with soaring labor costs and 
the greater proportion of govern- 
ment business. More burdensome 
i\taxes loom since most shoe manu- 


thetic rubber and high octane avia- 
tion gasoline, is a “working monu- 
ment” to the power of freedom. Mc- | 
Cann - Erickson, New York, is the | 
agency. 


%) 


" 
a 


j 


N 


facturers face full tax liability at 
1942 rates for the first time. Al- 
lthough the shipping situation has 
| improved, there will still be a limit 
_on hide supplies which should result 
|in lower volume for tanners, the 
|survey reported. 
| It was estimated that the demand 
‘for this country’s armed forces and 
ithe United Nations should approxi- 
|mate 60 million pairs, making total 
/ production of 360 million pair about 
|25% below 1942 levels. This, how- 
|ever, would compare favorably with 
the average output in prewar years. 
The production of civilian shoes, 
_ which are under government ration- 
ing at the rate of three pairs a year, 
will be limited to less than 300 mil- 
\lion pairs. The remainder needed 
| will be drawn from existing stocks 
|estimated to be sufficient for five or 
six months. 


Ralph H. Jones Agency 
Promotes MacPherson 
Malcolm D. MacPherson has been 


UR 


FINGER ON 


|}appointed director of public rela- 
|tions of the Ralph H. Jones Com- 
| pany, Cincinnati. For the past three 
years he has been assistant radio 
‘director of the agency, specializing 
in radio promotion and publicity. 
Mr. MacPherson was formerly as- 
sociated with Selvage and Smith, 
| public relations firm in New York, 
and General Motors Corporation, 


LARGEST 
MARKET 


Leads all markets 
(freat Lakes District 


in 


% Fort Wayne leads all cities 
in the 100,000-250,000 popula- 
tion group in the East North 
Central States — in Effective 


Buying Income Per Capita. 
Sales Management. 


In all cities of all sizes in 
Ohio — Indiana — Illinois — 
Michigan — and Wisconsin — 
Fort Wayne ranks 3rd in ex- 
pendible income per person. 


Are you getting your share 
of this business? 


The News-Sentinel offers you 
complete coverage of Indi- 
ana’s 2nd largest market. 


* 


As a“ cam 
It is 
ideal 


campaigns. 


feat spot 
try Fort 
nationally 


for an “ 
paign Wayne 
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for fest 
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Allen-Klapp Co 
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market 
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our Re pre sen 
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The News- Sentinel 


Fort Wayne's Gox 
FORT WAYNE, INDIANA 


d Evening Newspaper 
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Starts Under Full |. — 
- Head of Steam | | War Work 


New York, June 15. ; aoe ae 
and Ohio Railway has opened the 
throttle on an extensive advertising | 
campaign through Kenyon & Eck- 
hardt, with initial copy breaking 
yesterday in a long list of news- 
papers and financial papers through- 
out the country. Business Week, 
Time, U. S. News and other maga- 
zines will further augment the cam- | 
paign. 

Space units ranging from 1,800 to 
1,000 lines are being used in about 
200 newspapers in all - principal 


- Lew Stop This Waste! 


) 


cities and in papers of smaller on- oom 
ere line cities served by the railroad. | | = -— 
= “Chessie writes a letter to the edi-| | Wage 
a tor,” headed initial copy, with the te 
oY salutation addressed to the respec-| | ee mae 
SANTA FE SYSTEM LINES 


A variety of subjects is wm used amie by the nation's busy rail carriers, as 
tisements. The Santa Fe, at the left, tells how it is trying to muster enough box ca 
in its territory. Gulf, Mobile & Ohio Railroad appeals to citizens to keep livestock 


Titscr wisite ve | traffic, Chesapeake & Ohio's famous Chessie “writes” in her timely letter to the 
EXECUTIVES ON REQUEST | 


Chessie Writes a Letter Aids War Effort 


. 7 New York, June 16.—Pionee;; 
to the Editor in sponsored news broadcasts tan 
1935, the Esso Marketers, since the 
U. S. entered the war, have throw, 
their 35-station Esso Reporter inte 
the front lines of the fight wit, 
22,719 government cooperation com. 
mercials. This represents approxi- 
mately 32.8% of the Esso Reporte,’ 
69,168 broadcasts since Dec. 7, 194) 
According to a tabulation mac, 
by J. A. Miller, advertising map. 
ager, the war-effort commercia): 
comprise more than a score of dif. 
ferent subjects, not including such 
other promotions as the Americap 
Legion, the Girl Scouts, the Bo, 
Scouts, China Relief and the U.S. 6 
Subjects covered in the 22,719 
commercials include war bonds; tire 
conservation; tire inspection; ruyb- 
ber and other salvage drives; stee| 
|saving; gasoline shortage; fuel oj) 
'shortage; “Oil Is Ammunition” 
“Use-tax” sticker; blackout precay- 
: |tions; ships for victory; security o; 
Cenemtetiil by these newspaper adver- (war information; women at war 
rs to handle the June-July wheat harvests | Victory Garden guide; Victory book 
off its right-of-way—thus saving valuable | campaign; typewriters for the goy- 


meat and railroad time as well. Railroads are not profiteering, because operating costs and taxes have kept step with soaring ernment; American Red Cross: 


editor, which launches a new campaign. | Navy, recruiting, binoculars, radi 


. 


| ing the advertisement. The illus-| the Editor.” 
| tration showed the well-known; With company earnings showing 
540 N. MICHIGAN + CHICACO-WHITEHALL 7819  “‘Chessie” contentedly licking the | | tremendous increases over previous 


Often her favorite brand 
is just a dream, but — 


SHE CAN LOOK FORWARD TO TOMORROW! 


Her favorite brands — the ones she loves to 
serve — may not be obtainable right now. 


With war requirements — scarcity — ration 
points — and all—she does the best she can 
today — but her dreams carry forward into 
tomorrow. 


rx 


OHIO'S 


DOUBLE 
VALUE 


MARKET 


Then all her favorite brands will be available 
once more. 


Important advertisers make no secret of the 
value they place upon holding consumer demand 
until retail shelves are fully stocked again. 


. T= They are holding this preference through 
ree Breet industrial city ef continuing newspaper advertising — which is 
ing agricultural area com. today more powerful than ever before. News- 
. os = y vies - papers are read more eagerly, more thoroughly 

market. ucas ° 
County (TOLEDO) tops all than ever in the past. 


counties in Ohio in per cap- 
ita effective buying income. * 


“<< TOLEDO BLADE 


largest evening newspaper. 
One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


telephones, model planes, relief 


WILLIAM BALSAM ‘tive editor of each publication carry-! flap of an envelope addressed “To| years, the copy points out that|4'™y, recruiting, maneuvers, con- 


le who see the enormous load | Y°YS: 
of traffic carried by railroads in| , Five of the original Esso Reporte; 
wartime naturally say: “I’ll bet the | stations completed 400 consecutive 
roads are coining money these|Weeks June 13. Total broadcasts 
' days.” “Chessie” then enumerates | 2" all 35 stations have passed the 
how operating costs and taxes have 250,000 mark. 


| kept the average earnings for all 
} 


Class I railroads down to 5%% dur- |Jelke Promotes Brown 
| ing the first year of war. J T.B tant ; 
“Mine is a small voice. But this ames T. Brown, assistant genera! 


lis a free country. And it gets my |S@les manager of John F. Jelke Com- 
‘fur up to hear people undervalue |P@ny, Chicago, for the past year 
our railroads,” says “Chessie.” jhas been appointed general sale: 
“ |manager. He has been with the 
| | Jelke company for 14 years. 


‘Names Federal Agency | 


The Sealright Company, Fulton, | y; : 

i Y., manufacturer of paper food Victor Appoints Two 

| containers and milk bottle caps and| RCA Victor Company Ltd., Mon- 
closures, has appointed Federal Ad- |treal, has appointed J. L. Murray 
vertising Agency, New York, to, Montreal, as vice-president, and F 
handle its advertising. National |W. Radcliffe, Toronto, as vice-presi- 
magazines and business papers will|dent in charge of sales and publi 
| be used. | relations. 


Miss SAN DIEGO |X 


Voted most 
likely to succeed 


San Diego represents one pop- 
ulation shift which must be 
recognized by marketers. 
Why? Because the Bureau of 
Mensus analysis for the Amer- 
man Management Association 
asses San Diego as one of 
areas with the best pros- 
ects of retaining wartime 
growth! @ That's why your 
advertising, placed now 
the San Diego Union and 
Seeibune-Sun, works for both 
Seeday and “tomorrow”. 


mOPULATION 
moee3s UP 89.3% 


MARKET VALUE 
Mow S30010 00,000 


POST WA 


“ 


1 SAN DIEGO UNION. 
‘and TRIBUNE - SUN 


Union-Tribune Publishing Co., San Diego, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc 
New York « Chicago « Cleveland « Denver « Seattle » Portiand « San Francisco « Los Ange'e* 
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The professor on the table in the hall 


“gaguEN I finished college last year, my brother 
Tom gave me a subscription to LIFE for a 
graduation present. 


“And now, even though I’m miles away from 
college, I’m able to keep right on getting an edu- 


cation of the greatest importance—by reading 


LIFE every week. 

“No matter what LIFE deals with . . . whether 
it’s Helen Hayes’ latest play, or American troops 
on the desert, or the Russian collective system 
... it gives me a remarkably quick, accurate idea 
of the subject. I suppose that’s because of the 
way LIFE uses text and pictures. 


“Every Friday when I come home from work 


a ekies 


to find LIFE on the hall table, it gives me a really 
deep sense of pleasure—because I know I’m go- 
ing to get another grand close-up of world news 
and world progress from my favorite magazine. 

“And besides all this, LIFE has so many dashes 


of humor that it makes very entertaining reading.” 


Yen for vivid information 
Each week approximately 23,000,000 civilians 


and men and women in the armed forces buy or bor- 


row their way into an interested reading of LIFE. 


This is proofofthe fact that Americans as a nation 
have a yen for learning, and for vivid, unbiased in- 
formation. Because week after week LIFE is a 
source of just that kind of information, presented 


in a unique picture-and-story type of reporting, 


with no words minced, no holds barred. 


This, coupled with the froth and fun that are 
such essential ingredients in the American way of 
life, has made LIFE the magazine with the biggest 
audience in the world. 


“Eyes for the minds of America’”’ 


yee 


Pe 
oem 


crs ey OS Foe Ser SE Ps % > mi t oo a ae pd a. arn ‘ “ues | ~ - po ale ie ~ Wa! fea Fe = Ay »” in 7a” sae aX -< Se oe p ae ee a Pe Say aes se ia soaks — 
* ane ih aia es ws 
vd i een 5 2 
| ' ge J eR 
n,n eh es ae 
. ee _ ---- - - —— ——— - = - = a — — . £ ee Tae; 
— 2 a Dt ass 
3 | ie 3 ies ies. ae 
+ ‘ ce. ae 
— =, % Wh ; *, 
* ig : : ; : : . - ; a 
“ €. ¥ P Eg on Ts Pein OR eg ee ee eh ee 2 5 
} i o jj . < ee. bp ae Joa ee ae een ee See is — | 
- beens ee, ee eet he Te ee ae ‘ Bi 
i Es ' : eos Bie i Fo eam ee ROT Des Aas ps Fi > ae eee fen 
4 Ly ae So 2h. Sieeelan oe oe ee Se ae a ae : ae 
, me? fo ; ee. pe, eo ae : ] aes a c0:5 0 
: 4 * a en vs ra ete al Rial ee Sage ay br eee . fe a ey cae 
Ce: a , fe. ar gat Pa hic P. es ae 
: i ae ee OM a. ee 
es er — ee es ° ‘ ve 
| + a | a . ost © oo 
4 q ae pees ait ea ae " 
3 : in * 4 Bt Felt 7 mer . “ 
bg ; : a ie a r ae 
Fa ; ae we Se #3 Sig 
% > = sot . ae on ‘ 
4 ‘ eee aan ips shy eo fe. see 
ES ae. ge _ re per ae ee Sige OSES Pe 
é a < é EE eS wennlinte ; 
ee “iy 
Pau J u 
’ i ve a ia | : 
iii Pa ] Fe 
. ee . es ae eae i 
el ’ a ewe. fe, |e a 
; 2 ? ’ ae 2 
= Pia i>) a Ld . 
: i” * j “3 a 
ES inte wy ‘ # ] 
4 ar _ 
Be \ 4 | 
. os PS P a - ; ‘ 
¥ + of ‘= ‘ 
4 AEE y . 7 ‘4 
oye 4 q . 
: - a ay * * "i ; { ~ - / 
E ; “4 ” % % 2 \ ¥ ees al - } : 
: “ * ee 
4 : Beg ; m ' ~ j 
hk ; ey sy : \ q ’ 
‘@ : = * oa 4 
; . ; 3 " ; . ; i, ; | 
; i - 2 é 
; . 
’ +3 ’ ] 
' ? -¢ ; 
A } ae : Pad va : 
A j _ -. at eae 
: a } f z 
’ = | oo / > a m, . a ae ee ae ht ; ; 7 hs Se 
| j . ; é 3 i, ‘ lia 
| ee . €& - s a 4 P | 2 { * : { i seh : a 
; fone occa, ‘ FF , \ ae 2 
4 si aig <% Si a = % A ; .oe ery ae ae 
; ' a ‘ 4we mg ; ; = 
se , i 7 — a ial, . am & j baat | a re = 
: | ~ ee ce at | ae ) - 
of 5 , _— q nS ry Ben ; -~% sales | Me. | 
¢ ra ® i ay 7% ’ ‘ 
° t - *, . nig a x: Le 
* \ 3 “g 4 ¢ q * J fee: : - i : 7 
3 4 = ; 5 - 
= eae ; a tee j . eS dgeert ¢ | 
. : — S| a ee Tae >. | 
| ‘2 a oh -_— a F 2 f ’ ee ‘ ' ; 
’ é . - @ Be 4% -_ * _ 
= ss - . 8 aa a 1 | 
P “ 5 o ‘ ¢ e . 
he 7 z * ; 3 ~ . a ; i 
. — 6 + bel y & 
P ‘ : . a 7 U ; 7 
: ee. "ta ; we ; « : - 
f 4 a vs F cea Tak 
a: oa ee 4 "diel 
. nd “@ , 4: ee i ; ~ t ° ; re de 
* fda q ; : 4 7 4 . yo 
a . axe 4 * . és 
} ae _# 7 ‘ iE = i 
s a: ‘ ci, ; * le 
? ° ; § “ : ; _ liad os pa 
oa a ; iM t i eae fe e ' “Tee ear i 
aa ee, —_— ee ti ms —— _ oe 
eee Me a? ’ = _ : 
“ee we os pare ents Le ” i et A ip “. d.2 ~ es 4 
wo a ee a : a ——_ : i ae 6), mes pe “sal ’ 9 
» juga i iat Ngee ae. : | P | a elthe : a oe he os Rp. j < 
aes Pree tee x age ah p j ee Oa ies Poe Sea rata i of rn: ke SEO : ae ; 
yor Ay ae Ne aah: eer " | o> oe a ee i A 4 Bey Pd 7 
‘ ges oh il a eee Ps he eae ia eo ll a i 
“ en st ee te, te ‘ oy os eee AS a Tere ae, ge — roe, 
fs aaa ge bem rest . v LS ns ee a ; nl ne i 5 2 es , 4 ; 
ie re es aot Pegs - : ee ae A ae is i ee : 
Cae icie: ties oO * . _ aay ae eee oe ahi" elie "ae ite hi, 
i 4 BS oy * ag . an : i ; i , i A q ' ig ‘eth hin. “s Ra. eo Dg wane oa A :” € 
- ie sat ig " - sii ae fre: ee os - ee Te eee tee. —2 re, 2 oo Se ie F een ‘ - ‘ * 
bate 8 a ’ 4 xe a | ; ee ee Soe Aa er mili ad ager ae ; H +h ts j a 
; oo | ae te | ae eee ee eee J eis cation a ie a, { } 4 yo 
P* 
7 
a 
iS ee 
Bis wir Lai 
las 
as alo tall 
— 
eel 
yee: ned 
“= ‘. eee ced 
“anes 
— i - = 
s 4 Ea af P te 2 ee = =e 
ee 3 , , a 
ie ae a a 4 : 
ee ad fo a é As 4 1 oe 
a aie a y. - — 
’ ee ‘é ieee 
Z S ety 
. m : 7 
. 
ou 
eRe aie 
Ke . et 
, ~ Pe ya AF 
“DR ge Bao oi oe 
ee” i es aa 
k : . Bee fy 
es ee i ite eg “ cing . oe. ee we , She oUt eo a eae ; <2 Pe ee Og as OS Nae AON oe geet) a ee We pee ae ae Avi, : Sateen oe ah ’ ee 5 a oe 
x es se ces : iG Sy le as afte ae Peteee ; Cofees ‘ af ee ques . a. a. if po Sik PPh afr ES ae rk: : 3-Ats oo ia We E it * oo tas Ra a Po ee Pe Ee ie oe A oA ee. ee ‘s ee. uP Ein 4 we ‘ aS ae Nees fae cart 
Fi siitggs © EE ee Me RAS TR, Oe a Bre See eee ey a ae ime i eo at 7; Re ee PY Es Sa 4 7 i Re ay. “Ee gt eee 
- ad Saf meen at 2 Ven een ee cin ges See ao Pee oe gigs —— ee a, Bg : Sp, A pede = yarak Pee um ally gy a F Eee ome > Fay | a = 2 ~ iy: 
ee Sea Gert, Ee a Ca ee ne at be at MP ae oP 3 ame ie a F poe * kee X hl te ee Oe et ay - -. ie Ce 7 ae Se ete = rae fa” Begs al Na ea Mee Pt aes 4 on ? te re a. = ¢'er ae af? 
ee ae OS neh, eS one Oe ge. Be *: =e pe a ye vee oe Besant? ee : dake 3 ST ae ae it 6 Ber a ee ca * ee 5 RC ee Donk toe aa “ee en oe gr tbs” ys Ft 
Tra * > gow Ea eo ma, a 4 | oa — 4 * 7 1 7 ee Te wey : p> ae i vs rad 4 ee ; ae Pe ae Pe vase oe ty _ Dee =y by, ee tas #: q ie ee eae 
a ‘ ; : : Hn s K, ae ea q ax: ae x a alte pd see : Fe 


18 


| hi 


ADVERTISING AGE 


June 21, 1943 


"War Model’ Plan 
May Be Launched 
Shortly by WPB 


Officials Promise 
Brand Names Will 
Be Maintained 


Washington, D. C., June 16.—It 
seemed likely this week that the 
long-discussed program of “war 
model,” as the Victory and Utility 
models of yesteryear are now desig- 
nated, will shortly be put into effect. 

For some time, in various govern- 
mental divisions, the Office of Civi- 
lian Requirements, the Conservation 
Division of the War Production 
Board, and the Office of Price Ad- 
ministration, plans have been going 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


SIGH CO, LIMA, OHIO 


steadily forward to institute a wide 
range war model program. 

But top government officials, 
speaking off-the-record, emphasized 
that there will be no abolition of 
trademarks or brand names. The 
war models may be designated by 
some universal emblem, but the 
manufacturer will be permitted to 
include his name. 


Called “Important Tool” 


The war model program is called, 
by those closest to it, one of the 
important tools to produce a more 
abundant civilian life. Through the 
saving of goods it will accomplish, 
government expects to be able to 
provide more of the necessary items 
of living which now threaten to be 
scarce or unattainable as America 
moves toward her third year of war. 

Generally speaking, once the trou- 
blesome question of trademarks and 
brand names has been disposed of, 
industry and business have been 
quite ready to cooperate in the war 
model program. In many cases, 
overalls for example, the war model 
offered certain manufacturing sav- 
ings which were welcomed by in- 
dustry. 

It is likely that when this pro- 
gram comes, it will be implemented 
with a more extensive program of 
simplification and standardization. 
Again, brand names and tradenrarks 
stand to lose none of their impor- 
tance. 

Officials here, particularly those 
in the OPA, have been urging 


greater use of standardization, since 
it simplifies many pricing schedules, 
and gets away from bonus prices 
awarded for certain “built-in” fea- 
tures of products. But hopeful fore- 
casters who see a growing abund- 
ance of civilian goods are likely to 
be doomed to disappointment. Ear- 
lier this year, it was felt that the 
first and second quarters of the year 
would be production peaks—once 
they were passed, the insatiable man 
of war might be momentarily ap- 
peased, and the flow of civilian 
goods might be stepped up. 


Production Still Lags 


Unfortunately, it appears that no 
such respite is likely. Steel, which 
top WPB officials believed would be 
plentiful enough so that more could 
be diverted to civilian channels, is 
still very tight. The stocks loosed 
by cut-backs in certain forms of 
production, such as tanks, have been 
absorbed by expanded production in 
other items of war equipment. 

While the war model program will 
undoubtedly free some goods, it is 
far from the answer to certain other 
problems. For example, the case of 
alarm clocks: the Office of Civilian 
Supply once determined that there 
was a shortage of alarm clocks; 
WPB permitted the production of a 
limited number of war model clocks; 
it found that it had no way of in- 
suring distribution, of making sure 
that the stock of clocks found its 
way into the hands of people who 
actually were clockless. 


Still unsolved is the problem of 
the production lag. In many items, 
a lag of perhaps seven months exists 
between the beginning of production 
and the eventual appearance of the 
item on dealer’s shelves, whose 
stocks, officials admit, are danger- 
ously depleted. Yet, even if pro- 
duction were begun now, the inter- 
vening lag would still operate, and 
retailers now on the danger line may 
not be able to last the requisite 
number of months. 


Leban Resigns Schenley 
and Stagg-Finch Posts 


John L. Leban has resigned as di- 
rector of sales of Schenley Distillers 
Corporation, New York, and as 
president of Stagg-Finch Distillers 
Products Company, to go into the 
wholesale distributing business. 

Mr. Leban became associated with 
Schenley in 1935, serving succes- 
sively as assistant divisional man- 
ager of the company’s midwest di- 
vision, eastern regional manager, 
and finally general sales manager. 
When the Stagg-Finch company was 


formed in 1942 he was elected 
president. 
Gets Delta Account 


Delta Chemical Mfg. Company, 
Baltimore, manufacturer of Del- 
Tox home laundry bleach, has ap- 
pointed S. A. Levyne Company, 
Baltimore, to handle its advertising. 
Newspapers will be used. 


pretty sure to pick 


SAYS GOOD MORNING 


the retailers are using in Cincinnati.” 


You can argue with almost every statistic except one. 
And that’s the sales report the local retailer has on his 
desk, 24 hours after he runs an ad. 


Which means that if you follow the lead of these day- 
by-day, in-the-know, on-the-spot local retailers, you're 


the right paper in any town. 


The newspaper in Cincinnati with the biggest retail 
display advertising gain (not to mention the lowest 5000 
line milline rate) is The Enquirer. That should make it 
fairly easy to choose the paper that will do the best job 
for you in the Cincinnati market. 


THE SWING IS TO 


THE CINCINNATI ENQUIRER 


Represented by Paul Block and Associates 


TO 


ITs 


Daily Enquirer 


Afternoon Paper “an 
Afternoon Paper “g» 


RETAIL DISPLay LINAGE 
1942 vs. 194] 


- . Lost 
- Lost 


LOOK AT THE READERSHip 
SWING TO THE ENQUIRER 


Satish inn 


“He says to keep on looking until we find what newspaper 


Gained 53,173 lines 
- Gained 209,175 —_ 
$09,108 lines 
425,046 lines 


TOO 


CIRCULATION 
1942 vs. 1932 
1932 1942 Change 
A ‘tate * 
a Paper “4 - » «157,307 156,382 6% 
ot Paper “B”.. . 166,265 154,956 — bay, 
; y ae heeeee 90,938 131,017 144.1% 
wndey Enquirer. 174,424 217,25) +24.6% 
READERS AND GOOD BUSINESS TO ITS ADVERTISERS 


NIAA Regional 
Meet to Discuss 
War, Peace Jobs 


Cleveland, June 16.—Indust; 
advertising’s wartime job and 
peacetime tasks will provide th. 
major themes for the one-day cen- 
tral regional wartime conference of 
the National Industrial Advertisers 
Association at the Hotel Statler 
June 25. 

Wartime problems will be <x. 
cussed at the morning session, wit 
Bruce Morse, president, Indusir; 
Marketers of Detroit, and adver'is- 
ing manager, Square D Company. 
as leader. Speakers will include 
Herbert V. Mercready, NIAA presj- 
dent and sales promotion manager, 
Magnus Chemical Company, Gar- 
wood, N. J.; Alan A. Ballantyne. 
advertising manager, Novo Engine 
Company, Lansing, Mich.; Lt. Col, 
Keith L. Morgan, chief, manage- 
ment branch, industrial services 
division, Bureau of Public Relations, 
War Department; Walter Painter, 
vice-president in charge of adver- 
tising, Power Plant Engineering, 
Chicago, and William F. Todd, chief, 
field service section, War Produc- 
tion Drive Headquarters, WPB. 


Cordes to Lead Noon Session 


Wilmer Cordes, advertising man- 
ager, American Steel & Wire Com- 
pany, Cleveland, will lead the after- 
noon session on peacetime planning. 
|Speakers will include Arthur W. 
Pearce, postwar plans editor, Mod- 
ern Industry; C. F. Hood, president, 
American Steel & Wire Company, 
Cleveland; Dr. C. J. Crobaugh, 
chairman, Department of Market- 
ing, Fenn College, Cleveland; R. A. 
Brewer, vice-president, MacManus, 
| John & Adams, Detroit, and Edwin 
|L. Andrew, vice-president, Fuller & 
|Smith & Ross, Cleveland. 

Elmer Lindseth, vice-president, 
|Cleveland Electric Illuminating 
Company, and Cleveland chairman 
of the Committee for Economic 
Development, will be the speaker 
at the luncheon. 

The annual meeting and election 
of officers also will be held during 
the one-day conference. F. I. Lack- 
ens, NIAA vice-president, is genera] 
conference chairman. 
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BEING SPENT 
IN VIRGINIA NOW 
| THAN EVER BEFORE 
*** AND IN VIRGINIA 
YOU REACH MORE 
PEOPLE AT LOW a 

ON RICHMONDS 
NATIONALLY ~ 
| RECOGNIZED STATION. 


€s 


EDWARD PETRY & CO..INC. NATIONAL REPRESENTA 
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IRRESISTIBLE FORGE... 


This is a war weapon the world has never 
seen before, the massive composite of 
American war production, 1943 model. It 
includes fast merchant ships, completed 
from keel laying to loading in a matter of 
days . . . armored planes winging away 
from assembly plants by thousands and 
tens of thousands . . . more trucks and 
tanks and guns and shells ‘‘made in 
America” than all the output of the savage 


races arrayed against our Free World. 


To deliver to the reading public indus- 
try’s important message about its great ser- 
vice to the war effort, leading producers in 
our “arsenal of democracy” place more 
Industrial Advertising in The Philadelphia 
Evening Bulletin than in any other news- 
paper in America. 

THE EVENING BULLETIN CARRIES 35% 
MORE INDUSTRIAL ADVERTISING* THAN 
ANY OTHER NEWSPAPER (MORNING, 
EVENING OR SUNDAY) IN THIS COUNTRY. 


And with good reason .. . The Evening 
Bulletin has the largest evening newspaper 
circulation in America. It is read by four 
out of five people in Philadelphia. It 
reaches top-flight executives and wage earn- 
ers alike in one of America’s biggest and 
busiest Work Centers! It is the leader of all 
Philadelphia daily papers in 66 advertising 
classifications, including total advertising. 
It has been the No. | newspaper of Phila- 
delphians for 38 consecutive years. 


* Source — Media Records, First Quarter 1943 


IN PHILADELPHIA—NEARLY EVERYBODY READS THE BULLETIN 
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War Copy Builds 
Favorable Public 
Attitude-Elliott 


Chicago, June 17.—Creating and 
maintaining a favorable public at- 
titude toward business is the impor- 
tant job which institutional adver- 
tising has taken over during the war 
period, K. B. Elliott, vice-president 
of the Studebaker Corporation, told 
the Chicago Federated Advertising 
Club today. 

“The people, by and large, are 
fair,” he said. “They don’t want 
to see government take over the 
functions of industry and business 
unless it has become clear to them 
that business is no longer capable 
of performing those functions prop- 
erly. And there is ample evidence 
that government isn’t keen to as- 
sume the functions of business, un- 
less the unexpected happens and 
business defaults its responsibility. 

“Of course the real test will come 
when this war ends and when busi- 
ness and industry will be expected 
to provide jobs for our millions of 
fignting men as fast as they are mus- 
tered out of the service, and at the 
same time to protect the jobs of 
present workers, even while we are 
making the switch-back to peace- 
time production.” 


Cites Two Practical Reasons 


In explaining the institutional ad- 
vertising which Studebaker is now 
doing, Mr. Elliott declared that any 
factory engaged exclusively in war 
work needs to advertise for two very 
practical reasons: to keep its name 
and product alive in the minds of | 
the people, against the day when it 
will again have consumer goods to 
sell; and to keep its dealer organi- 
zation in business, against the day 
the factory needs the dealer organi- 
zation once more. 

“Studebaker, in common with all 
established automobile companies,” 
continued Mr. Elliott, “tries to play 
fair with its public and with its 
We don’t forget them, even 
during a war. 

“Just now we are using magazines 
and Sunday supplements to carry 
our institutional messages, and 
newspapers to put selling power be- 
hind our dealers. The automobile 
dealer has three things to sell: a 
limited number of new cars, under 
priority rulings; he is particularly 
interested in selling used cars; he is 
equally interested in keeping his 
mechanical service department oper- 
ating full blast. 


Gives Strong Dealer Support 


“Studebaker is doing all we know 
how to help our dealers, in these 
three respects, with strong local 
newspaper selling copy. We are also 
using 89 of the country’s most pow- 
erful radio stations daily, for the 
dual purpose of institutionalizing 
Studebaker and at the same time 
of supplementing our dealer help 
newspaper campaign, with strong) 
used-car and service selling on the | 
air. 

“All Studebaker institutional ad-| 
vertising in magazines and Sunday 
supplements is built on just three 
themes: the fact that we are making | 
engines for the Flying Fortress; the | 
war trucks we are building for the | 
United States and her allies; and | 
the old Studebaker father-and-son 
combination.” 
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You've 
got to be good 
to be 
over 


100! 
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Only Morning and Sunday 
Newspaper in Western New York 


Indicating public interest in the 


story of war production by Stude- 
baker, Mr. Elliott said that a paint- 
ing of a Flying Fortress reproduced 
in four colors in one of the maga- 
zine advertisements resulted in so 
many requests for reprints that 
arrangements were made to supply 
them. As a result of an announce- 
ment in another ad reproducing the 
same picture, 118,000 requests, each 
accompanied by a dime to pay the 
cost of mailing, have been received, 
and hundreds more are coming in 
every day. 

Mr. Elliott emphasized the mo- 
rale-building quality of its institu- 
tional advertising from the stand- 
point of Studebaker workers, as well 
as the public. The workers put 
their best into their jobs, and the 
public is encouraged to buy more 
war bonds, to show increased will- 
ingness to go without, and to write 
more cheerful and courageous letters 
to our fighting men. 

The Studebaker sales head closed 
with a prediction that advertising 
and sales executives will be given a 
full share of the job of selling an 
increased output of goods by means 
of which to insure high level em- 
ployment for the postwar era. 


Combine Publications 
Canadian Golfer, Canadian Skier 
and Canadian Lawn Tennis & Bad- 
minton, published in Montreal, will 
be combined for the duration under 
the title Canadian Sport Monthly. 


Wm. B. Lewis, 
Ex-CBS Executive, 
Resigns from OWI 


Washington, D. C., June 15.—Wil- 
liam B. Lewis, assistant domestic 
director of the Office of War Infor- 
mation, resigned this week. 

A former vice-president and pro- 
gram director of the Columbia 
Broadcasting System, Mr. Lewis 
originally came to Washington as 
coordinator of government radio 
program information in the old office 
of Facts and Figures. When OFF 
was incorporated into the office of 
War Information, Mr. Lewis was 
named chief of the domestic radio 
bureau. In March he was named to 
be one of two assistant directors of 
the domestic branch. 

Washington is inclined to look for 
evidences of discord whenever a top 
official resigns from OWI, OPA or 
WPB. In this instance, it seemed 
unlikely that any existed. The ex- 
CBS executive had very definite 
ideas about the organization of a 
government information agency, and 
most of them had been fulfilled by 
the time he left. 

An aggressive, personable figure, 
Mr. Lewis was a familiar sight at 


| radio and 


_ = 


advertising meetings, 
where he generally explained the 
particular work of OWI bearing on 
that particular field. He acted as 
Gardner Cowles’ right hand, and 
observers pointed out that the resig- 
nation of Mr. Cowles undoubtedly 
influenced Mr. Lewis to leave OWI. 

In his place, at least temporarily, 
James Rogers, formerly executive 
vice-president of Benton & Bowles, 
will function. It is expected that a 
permanent replacement will not be 
named for Mr. Lewis until Palmer 
Hoyt, new domestic director of OWI, 
takes over from Mr. Cowles. 

Generally credited with being one 
of the most competent of govern- 
ment organizers, Mr. Lewis was re- 
sponsible for the smooth operation 
of the domestic radio bureau, and 
the creation and present eminence 
of the Office of Program Coordina- 
tion—center of governmental adver- 
tising activities—is largely due to 
his influence. 

In accepting his resignation, Elmer 
Davis, director of OWI, said that he 
regretted Mr. Lewis’ leaving, “but 
he feels that he has essentially com- 
pleted his most recent assignment 
of helping reorganize certain bu- 
reaus of the domestic branch. He 
has been in Washington since the 
early fall of 1941 and has earned 
a respite.” 

Mr. Lewis was an advocate of the 
promotional techniques in informa- 
tion. Earlier this spring, when some 
15 members of the agency’s staff 


resigned, some bitter 


statements 
were published about “promotio) 
and soap-selling methods.” Otho, 
reports, distorting the principal jc-\y. 
—which was whether to use mag: 
media for spreading information 5, 
to use concentrated, small-cire))),- 
tion booklets—into a quarrel wit)j, 
OWI over basic policy regarding ‘he 
release and sugar-coating of war jn. 
formation, ignored the significan; 
contributions of Mr. Lewis to Oy. 
a smooth-functioning domestic ra. 
dio bureau, and a simpler, more 
workable organization for the entire 
agency. 


Riddle to Katzinger Co. 


George B. Riddle has been ap. 
pointed advertising and sales pro. 
motion manager of Edward Katp. 
inger Company, Chicago, peacetime 
manufacturer of kitchen tools. Mr. 
Riddle was formerly associated with 
Freeman Stokers, Frigidaire, jj. 
liams Oil-O-Matic, A. E. Staley 
Company and the American Stee) 
Wool Company. He will take ay 
active part in the company’s post. 
war planning program. 


Reduces Trim Size 


Successful Grocer, Chicago, has 
reduced trim size to 8x 11 inches jn 
a move to conserve paper. Type 
page size remains the same, 7 x 10 
inches. The business paper is a 
publication of Verst Publishing 
Company. 


Wardens Meeting 


...Which group will 


you join? 


ALF AN HOUR to kill before the meeting starts. You naturally 
H amble over to the fellows you know, to those who speak 
your language. It will be Joe, or Bill, or Tom because you under. 
stand him, respect his opinions, whether about first-aid, victory 
gardens, MacArthur’s grand strategy, the Ruml plan, or Count 
Fleet. He’s a good guy. You like him. And chances are, he’s 
neither big shot nor brass hat. 

People pick magazines the same way they pick friends. Wage 


Earners naturally prefer and heed True Story because True Story 
speaks their language, understands their lives and likes. Not your 
likes, understand, but theirs! 
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Premium 
Pricep 


True St 


The Service Magazine of the Wage Earner Mark«'! 
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Sinall Stations — 

Ask OWI to End 

‘Discrimination’ 
Say Industry Should 


Bear ‘Fair Share’ of 
War Message Cost 


Washington, D. C., June 15.—‘*Ra- 
dio stations in general and small 
market stations in particular, have 
given more free time and talent, in 
proportion to their available facili- 
ties, than any other medium in 
furtherance of war information cam- 
paigns,” Marshal H. Pengra, KRNR, 
Roseburg, Ore., chairman of the 
small market stations committee of 
the National Association of Broad- 
casters, declared here Friday, fol- 
lowing a two-day meeting. 

“We feel that it is time,” he added, 
“For the Office of War Information 
to cease its discrimination against 
radio, and for private industry to 
bear its fair share of distributing 
essential information to the public 
on a paid advertising basis.” 

Radio stations repeatedly have 
carried wartime campaign appeals, 
he pointed out. At the same time, 


private industries that stood to ben- 


efit most from these campaigns have 
used large quantities of paid space 
in other media, he said. 

The committee, while recognizing 
that all these objectives are a part 
of the “all-out” war effort, expressed 
belief that OWI should make certain 
that the private industries involved 
in future campaigns shall have made 
reasonable and widespread use of 
radio station facilities on a paid 
basis before the government re- 
quests free time. 


Cites “Discrimination” 


Aware that OWI and other agen- 
cies and departments of the govern- 
ment have and are continuing to 
prepare newspaper advertisements 
in mat form, utilizing well-known 
artists and typographers, the com- 
mittee emphasized this “discrimina- 
tion” against radio by pointing out 
that announcements and programs 
prepared by OWI are not available 
for sponsorship by local or other 
advertisers. The committeee urged 
OWI to investigate this situation and 
take necessary steps quickly to make 
such government messages available 
for sale to advertisers anxious to 
contribute to programs of war infor- 
mation. 

As an exception to its indictment 
of government agencies and depart- 
ments, the committee commended 
the Department of the Interior for 
preparation of announcements and 


programs in connection with the 


“Buy Coal Now Campaign,” which | 


asked fuel merchants to sponsor paid 
radio time. 

Following an extended d:scussion 
of the Bankhead bill which would 
establish an advertising fund of 
about $30,000,000 for newspapers in 
support of war bond and stamp sales 
and for other purposes, the commit- 
tee objected to use of government 
funds for paid advertising and de- 
plored this further evidence of dis- 
crimination against radio. The 
committee felt that should the bill 
pass, funds proposed should be dis- 
tributed among all mass communi- 
cations media in proportion to use 
of such media by private industry. 
Moreover, the committee suggested 
appointment of an advisory com- 
mittee to work with the Secretary of 
the Treasury in allocation of adver- 
tising funds. It recommended that 
such committee consists of a repre- 
sentative of each of the leading 
media associations. 

After examining the many prob- 
lems reported by the small market 
stations, the committee reported 
three basic difficulties existing: (1) 
Lack of new revenue; (2) Lack of 
manpower; and (3) Full exploita- 
tion of small market potentials. 

On the first point the committee 
has authorized a study of the possi- 
bility of group selling of all small 
market stations. In this study the 
cammittee tentatively is grouping 
all stations in communities of 50,000 
or less population. The second point 


must be worked out in relation with 
the WMC. Thirdly, the committee 
concluded that all small market sta- 
tions should work harder to keep 
their programming keyed to their | 
community tempo and to avoid any | 
reduction of program standards. It 
urged small stations to utilize the | 
services of NAB more fully than | 


they have in the past and to investi-| | 


gate all fixed operating costs in 
order that they may serve the public 
more effectively. 


Steps Up Radio Drive 
for Wheatamin 


The De Pree Company, Holland, 
Mich., has expanded its radio adver- 
tising of Wheatamin, vitamin prod- 
uct, to WLW, Cincinnati, and 
WCCO, Minneapolis, and has re- 
newed its 15-minute newscasts five 
days weekly on WKZO, Kalamazoo. 

The company has scheduled six 
15-minute newscasts weekly on 
WLW, at 6:45 to 7 a.m., under a 13- 
week contract. It has signed for the 
6:50-6:55 a.m. spot on WCCO Mon- 
day, Wednesday and Friday. Roche, 
Williams & Cunnyngham, Chicago, 
handles the account. 


Harway Appointed 

Don Harway, Los Angeles, has 
been appointed west coast represen- 
tative of Metal Progress, monthly 
metal engineering magazine pub- 
lished by the American Society for 
Metals, Cleveland. , 


You Get More Wage Earner Families Through 


True Story Than Through Any Other Magazine... 


eso SOMEONE you really know, 


an old friend, you never 


pause to think how to say something. The words just 


come out, free and easy, and you’re on each other’s beam 
right at the start. It may be double-talk to someone else, but 
to just you two, it’s sound sense. You pay attention, you 


heed, and ideas get across. 


Most all magazines have this 


readers. It’s an extra and valuable plus for advertisers, 
known variously as “magazine influence, 
ship,” or what ever. Magazines have performed many grand 
jobs for their readers (and for advertisers) simply because 
each has reached out to find and influence its own particular 
kind of reader, thousands strong or millions strong. 


True Story has done just this kind of job, no more and no 
less. But True Story has accomplished all this with a very 
special group of people...Wage Earners. True Story is a 
different kind of magazine simply because Wage Earners are 
a different kind of people. But because True Story has 
understood Wage Earners for 24 years, known and respected 
their likes and dislikes, True Story goes into their homes, 
over 2 million strong every month, and talks with level- 


ground respect and understanding. 


There are many ways of reaching Wage Earners. You can 
go out and meet them yourself. They'll ask, “What do you 
want, Mister?” And what do you say next? 


But you can come along with 


profit by the attention always given an old friend, and 
know that your advertising is not only reaching more 
\\age Earners than can be reached by any other magazine, 
i is actually influencing Wage Earners! 


Advertisers in increasing numbers are discovering that 

rue Story is the sound, low-cost and resultful way to both 
reach and influence today’s best market, tomorrow’s most 
vnportant market... the Wage Earner Market! 


@ GI 


6 “EXTRAS” 


PLUS WAGE EARNER INFLUENCE! 


close touch with their 


99 «ef 


editorial leader- 


True Story, share and 


VES YOU 
THESE 


1. Most Wage Earners at Least Cost 
2. Highest Average Ad Readership 
3. Record Pass-Along 

4. Least Duplicated Audience 

5. 41% Higher Editorial Readership 
6. Moves with the Payrolls 


Saves Stories for Daughter 
to Read Two Years from Now 


Tucked away in the bottom of a bureau 
drawer is a collection of True Story stories. 
saved by Mrs. Robert Richardson of Nash- 
ville, Tenn. “My daughter Dorothy is 13 now 
and I have saved these stories for mm to read 
when she is 15. I know that the problems and 
situations in these stories are things that she 
may have to face herself some day. and | want 
her to benefit by seeing how others have 
worked out the solutions. I have been a True 
Story reader m yself for over fi 


fteen years, and 
don’t know what I would 


do without it.” ye 7" 
out it , aeART OF Thy, . 
SS ? 
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BAD BOY! 
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; EATHER , PROMISE ME — \ 
( moTHER must NEVER KNOW 
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UNITED STATES RUBBER COMPANY 


The much abashed truck driver pictured 
above has just committed blasphemy— 
driving on misaligned wheels—in view of 
| the current tire shortage. United States 
Rubber Co., New York, has opened a 
summer advertising campaign featuring 
comic-type garage posters to make sure 
it doesn't happen again. 


Prominent Judges 
Shake Stardust 
from Their Eyes 


New York, June 16.—Selection of 
28 winners in the Stardust National 
Beauty Contest sponsored by the 
Industrial Undergarment Corpora- 
tion, maker of Stardust Life-Insured 
Slips and Blouses, was made here 
yesterday at the Advertising Club 
from the thousands of photograph 
entries. 

The winner of the first prize in 
this beauty contest, which was ad- 
vertised in an extensive group of 
national publications in the women’s 
field, was given the title “Miss Star- 
dust” and $500 in war bonds as well 
as a scholarship at the Barbizon 
School of Fashion Modeling, New 
York. The second prize was $100 
in war bonds with a scholarship, and 
third prize was $50 in war bonds. 
In addition, 25 honorary prizes were 
awarded. 

Judges for the contest, which 
closed on May 31, were: Russel Pat- 
terson, illustrator; Vivian Donner, 
fashion authority; Anton Bruehl, 
photographer; Lester Gaba, sculptor 
'and C. Matthew Dessner, model ex- 
;pert. Norman D. Waters & Asso- 
ciates, New York, handles the Star- 
dust account. 


CMA Elects Officers 


F. P. L. Lane, vice-president of 
|the Imperial Tobacco Company, 
Montreal, was elected president of 
the Canadian Manufacturers’ Asso- 
ciation at its recent annual meeting 
held in Toronto. J. C. Macfarlane, 
vice-president, Canadian General 
Electric Company, Toronto, and G. 
Blair Gordon, president and man- 
aging director of Dominion Textile 
Company, Montreal, were elected 
first and second vice-presidents, re- 
spectively. 


‘Bradfish Heads Art Staff 


J. R. Bradfish, formerly art di- 
rector of Gardner Advertising Com- 
pany, St. Louis, and N. W. Ayer & 
Son in San Francisco, has joined 
Redfield-Johnstone, Inc., New York, 
in a similar capacity. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*independen! Survey of Providence Bulletin 
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Chase, Not Grant, 
Reader Maintains 


To the Editor: The Ad Man’s 
Diary, June 7, says, “President 
Grant said: “The way to resume 
(specie payments) is to resume.” 

Not President Grant, but Salmon 
P. Chase, in a letter to Horace Gree- 
ley, March 17, 1866. 

“The only way to resumption is 
to resume.” 

R. JAMES CALLMAN, 

Consulting Business Psycholo- 

gist, Chicago. 

> SF 


Says Admen Have Stuff 


for Peace Table Counsel 


To the Editor: Your sage and 
amiable Ad Man of the Diary evi- 
dences the modesty of profound 
wisdom in his comment on the sug- 
gestion that Ad Men be invited to 
sit at the Peace Table. 

In his column in ADVERTISING AGE 
he said he wished he might believe 
that: admen were’ regarded as big 
enough for such a task. He was 
answering the question I had asked: 
“Should advertising agency counsei 
have a place at the Peace Table?” 

It is not my notion that admen 
should replace the “soldiers and 
statesmen” who are the hereditary 
treaty makers but to supplement 
them. In the little piece I wrote 
on the subject recently, I said that 
a treaty between or among nations 
was in essence a commercial ar- 
rangement. That being true, the 
suggestion logically presents itself 
that sales wisdom should be called 
in to counsel on that vital feature 
of a rational treaty which embraces 
the flow of substance in interna- 
tional relations. Soldiers and states- 
men are not distinguished for sales 
wisdom. Admen have that particu- 
lar division of wisdom even if their 
prevailing personal modesty has 
saved them from distinction except 
within their own operating world. 
They have precisely the counsel to 
give that will help to make the 
treaty a working formula for world 
good. 

Before me is a list of 27 names; 
nine each of advertisers, advertising 
managers and advertising agents. 
Every one of these is abundantly | 
qualified to counsel with the treaty | 
makers for their more comprehen- 
sive understandings. 

It will be interesting to the read- 


FREER THAN AIR 


Like wearing a” 
W/ 


THE FIFTH FREEDOM 


To the Four Freedoms, Du-Ons 
add a fifth - - freedom from all 
tightness, binding, bunching or 
“sticking” at the waist. For sheer 
comfort oat 
cool—free-and-casy—one-piece 


DU-ONS. 


DUOFOLD INC. 


there’s nothing like 


* MOHAWK, N.Y. 


DU-ONS 


by Duofold <3: 


fa! OF 


The fifth freedom slant in this ad is cited 

by a radio man as typical of the kind 

of thing that would have been pounced 

upon from all angles had it been used in 
a@ radio commercial. 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are weloome. 


|ers of ADVERTISING AGE to know 
that the name of your Diarist, and 
without his knowledge or consent, 
is high on the list. His name is 
there because he has the “sense of 
history” as it underlies the phi- 
losophy of trade and exchange and 
rounds out sales wisdom for its 
practical application to human rela- 
tions. 

I have not made a list of news- 
paper men in this connection. That 
can be done better by Kent Cooper, 
general manager of the Associated 
Press. He started this discussion 
by calling attention to the eminent 
and obvious desirability of news- 
paper men at the Peace Table to 
the end that the treaty will make 
for a lasting peace. 

JAMES O’SHAUGHNESSY, 

Counselor in Advertising, New 

York. 
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Concurs on Public 
Relations Objectives 


To the Editor: My congratula- 
tions on your editorial, “Public 
Relations Objectives,” in ADVERTIS- 
ING AGE. . 

It is difficult to conceive how any 
newspaper reporter who attended 


the recent conference in Chicago 
could have interpreted it as “a 
gathering of press agents.” I 


thought that narrow point of view 
had long since disappeared. 

I remember back in 1929 one of 
the motion picture trade papers in 
its report of some gathering which 
I attended, seeking to pay me a 
delicate compliment, referred to me 
as “Western Electric’s genial press | 
agent.” My title at the time was | 
Publicity Manager, but, in order to | 
remove the stigma of press-agentry, | 
it was forthwith changed to = 
tor of Public Relations. 

Here’s hoping that if there are | 
any more newspaper reporters who 
are still uninformed on this subject, 
their eyes may fall upon your cur- 
rent sound editorial. 


PHIL THOMSON, 
Director of Public Relations, | 


Western Electric Company, 
New York. 
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‘Radio Man Cites Bad 
Taste in Printed Copy | 


To the Editor: Ad-uglies oe 
cause a ripple. Yet if radio were) 
to use an appeal such as the one! 
enclosed it would echo and re-echo | 
from consumer to publisher to ad- 
vertiser. Could it be that black and 
white fails to catch John Q. between 
the eyes with strength equal to ear- 
appeal? 

If this ad-ugly from The Saturday 
Evening Post of June 5 were to be 
transmuted to the medium of radio, 
it would likely sound like this: 


SOUND: FANFARE. 

ANNCR.: (WITH DEPTH) The Four 
Freedoms! 

MAN: (RINGING) Freedom of 
Speech! 

WoMAN: (ANXIETY) Freedom 
from Fear! 

MAN: (KINDLY) Freedom of Re- 
ligion. 

GIRL: (APPEALING) Freedom from 
Want! 

ANNCR.: (PUNCH) To these Four 


Freedoms—the four cornerstones of 


| FIFTH! 
| ness, 


a Free World—DU-ONS add a 
Freedom from all tight- 
binding, bunching, or sticking 
at the waist! 

2np. ANNCR.: (CONFIDENTIALLY) | 
For sheer Comfort ... there’s noth- | 
ing like cool—free-and-easy—one- | 
piece DU-ONS! 

And they talk about radio plug- 
uglies. 


WILLIAM E. WRIGHT, 
Continuity Director, Radio Sta- 
tion WMBD, Peoria, III. 


Data ‘Helpful’ on 


Bldg. Material Dealers 
To the Editor: 


Congratulations on 


the article appearing in your June 
7 issue, giving a very thorough an- 
alysis of the present situation 
among building material dealers. 

I know every manufacturer of 
building materials will find very 
helpful and interesting data in this 
article. It is prepared in a very 
thorough manner and I am sure that 


it will be helpful to many of your 
readers. 
F. W. GEISLER, 
Ruthrauff & Ryan, Chicago. 


A Bouquet for Ad Man 


To the Editor: I am renewing my 
subscription to ADVERTISING AGE 
solely so I can read the “Diary of an 
Ad Man” in my own copy at my 
leisure. 

I could read our company copy 
otherwise. 

Here’s a posy for the author while 
he can still smell it. 

M. F. Bosworth, 

Lockwood Trade Journal Com- 

pany, New York. 

- = © 
Points at Issue 
in Building Report 

To the Editor: Your article in 
the June 7 issue, headlined “10-12% 
Mortality Among Building Material 
Dealers,” is in many respects a good 
resume of conditions among dealers 
and distributors today, and it offers 
some sound speculation about post- 
war conditions. However, there are 
a number of points on which I am 
inclined to take issue with the 
author of your article, and I am 
sure there are others in the build- 
ing industry who have similar in- 
clinations to mine. 

For example, your headline 
speaks of “10-12% mortality among 


building material dealers.’”’ You may 
be right, but we who are directly 
interested in this question can’t say 
with authority whether you are 
“high” or “low.” Personally, I 
doubt if anyone has facts to justify 
any such percentage figure. 

A manufacturer or wholesaler 
may decide to make a check on 
dealer fatalities in his territory, so 
in a month’s time he runs across 
what appears to be a lot of them, 
and reaches for the aspirin bottle. 
Usually, he fails to consider that it 
took a long time, perhaps a year 
or two, for all those firms to drop 
by the wayside. They certainly 
didn’t all fail in the one month in 
which the figures were collected. 
Yet some “impressions” of the mor- 
tality among dealers are based on 
such “evidence.” 

I marvel at the fact that you 
could dispose of postwar house pre- 
fabrication in one brief paragraph, 
part of which is devoted to a much 
different subject, namely, prefabri- 
cation of portable farm structures. 
Granted your article discusses only 
distribution, but I can assure you 
that dealers are much more con- 
scious of prefabrication than you 
give them credit for being. 

I am no protagonist for prefabri- 
cation, and doubt many of the 
wilder claims made for it, but the 
fact remains that no dealer or man- 
ufacturer, “seasoned” or otherwise, 
should laugh it off. Many dealers 
have experience with home prefab- 
rication, many more are thinking 


seriously either of becoming small 


prefab plant operators or of tak, 
on a prefab sales franchise. 

Also, there is the fact that one 
leading exponent of prefabrica 
has already been successful jy, 
lining up some 60 or 70 lea ng 
department stores which are 
playing his models to an intere: ‘eq 
public and are taking deposits f) om 
would-be purchasers. Whether 4), 
program succeeds ultimately or 4 
it certainly is a distribution fa:to; 
to be reckoned with now and a'te; 
the war. Other prefab factors cog. 
nitely will be heard from in 
field of distribution, and I doy 
refer to Henry Kaiser or the me! 
and plastics manufacturers, wh» 
may have their innings later, 


Jut 
rather to the leading prefab many. 
facturers who were in_ business 


before the war. 

Like a great many other things 
on the horizon today in all lines 
of business, prefab owes its rebirth 
to the necessities of this war. | 
has been possible to cater to one 
customer, namely, Uncle Sam, in a 
very satisfactory financial manner, 
with practically no sales expense. 
What’s going to happen under the 
normal conditions that prevail jy 
this industry might, or might not. 
be a different story. 

Another matter that your article 
dismisses rather too casually is the 
postwar “miracle” or “dream” 
home. Much controversy rages, and 
some has appeared in our own 
paper recently, as to whether (1) 
these miracles may ever come to 
pass, and whether (2) the present 
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publicity may be premature in any 
case. Opinions differ as to what 
the effect on postwar buyers may 
be Of these “pictures” being 
“painted” today, whether they will 
stimulate or depress postwar home 
building; but no controversy exists 
as to the fact that this discussion 
is loaded with implications for im- 
mediate postwar distribution. 

Since your article is concerned 
with distribution, exclusively, the 
impression might be gained from 
the paragraph headed, “Many Plan 
for Future,” that all these compa- 
nies mentioned are supplementing 
their advertising of postwar plans 
to the consumer with similar adver- 
tising to the building material 
dealer. This should be true, but as 
a matter of fact it is true of only 
four or five of the companies men- 
tioned, while other companies could 
be added to the list that definitely 
are advertising to the building ma- 
terial dealer, in dealer publications, 
about their postwar plans. Several 
companies in your list do no adver- 
tising Whatsoever to the building 
material dealer, as far as I can find 
out 


HAROLD H. ROSENBERG, 
Editor-Publisher, Building Sup- 
ply News, Chicago. 

[Editor’s Note: The article re- 
ferred to by Mr. Rosenberg dealt 
only with distribution in the build- 
ing field, not with new products or 
methods. Prefabrication was fully 
covered in another article, beginning 
on Page 38 of the June 14 issue.] 


Says Personal Calls 


Make Accurate Lists 


To the Editor: I have been very 
much interested in the discussions 
which have taken place in ADVER- 
TISING AGE relative to mortality of 
automobile dealers. 

Naturally, any figures of this sort 
which are quoted by someone com- 
piling a list can be only as good 
as the list, and must necessarily be 
strongly colored by the exigencies 
of compiling the list in question. 

If, for instance, at the beginning 
of the year 1942 there were a cer- 
tain number of dealers already in 
existence which were not on the 
list, and these names were subse- 
quently added to the list during 
1942, it certainly would not be 
proper to deduct these figures from 
the drops in order to figure the per- 
centage of mortality. 

Also, if there were certain names 
on the list which were, in January, 
1942, incorrectly classified as inde- 
pendent repair shops, when they 
should have been car dealers, and 
these corrections were made during 
1942, and they were re-classified as 
car dealers, it would be equally 
incorrect. to deduct these names in 
figuring the mortality. 

It also seems to me highly ques- 
tionable to allow the mortality fig- 
ures to be drastically influenced by 
the fact that some manufacturers 
have created new dealerships with 
a view to securing postwar busi- 


ness, and listing new dealers in 
order to enable them to secure serv- 


|}ice work and use authorized manu- 


facturers’ parts. 

If such outlets as this have not 
sold any automobiles yet, they can- 
not very well be classified as auto- 
mobile dealers, and they certainly 
have nothing whatsoever to do with 
the mortality of bona fide dealers 
who were in existence in January, 
1942. 

I think the only way to get a 
correct reading on the percentage 
of mortality is to take your list of 
dealers such as it was in January, 
1942, and show what percentage 
of them ceased to be dealers during 
the year. Even if the list was not 
100% complete at the beginning of 
the year, this would give a truer 
picture of the mortality than if you 
tried to bring in corrections on the 
list due to previous error. It cer- 
tainly seems to me to be self-evident 
that the number of bona fide car 
dealers who started out in business 
during 1942 and began to sell auto- 
mobiles is negligible. 

Many conflicting claims have been 
made about the relative accuracy 
of lists in the automotive field, and 
one statement which seems to be 
uncontrovertible is, that the only 
way you can be sure to get the 
information on which to base such 
a list is to go out and call person- 
ally on the establishments in ques- 
tion. So far as I know, the Chilton 
List is the only list which is built 
and maintz’ned in this manner. 


John Doe may have a garage 
which has a sign over the door 
reading “Eureka Garage.” You can 
send a questionnaire either to the 
Eureka Garage or to John Doe, 
or to John Doe’s Garage, and the 
chances are that he will okay it, 
sign it and return it. 

You can send a questionnaire to 
all three of these names at different 
times and he will okay all three 
of them. If it is a small town with- 
out street addresses, or if it simply 
says Main Street, there is a fine 
chance of getting all three names on 
your list. 

John Doe may have a gasoline 
pump, a hot dog stand with a few 


tables for picnickers, and three 
spark plugs and a couple of tire 
patches that he has had lying 


around on the shelf for five years. 
If you send him a questionnaire 
and ask him if he sells automobile 
accessories, he will say yes, if he 
answers at all. 

John Doe may have a_ screw 
driver and a monkey’ wrench 
around the place and he may occa- 
sionally tighten a fan belt or clean 
a spark plug. If you send him a 
questionnaire and ask him whether 
he has a repair shop, the chances 
are he will say yes. That’s why 
one list house claims to have a list 
of 280,000 automotive repair shops. 

John Doe may have some sort of 
an arrangement with a nearby auto- 
mobile dealer whereby he turns 
names of prospects over and gets a 
commission if the sale is made, 


LPER fients the 
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XN While making many vital contributions to every war front, Champion also 


renders the best possible wartime service to civilians at work and in their 


homes. Paper has stepped into numerous emergency situations created by war’s 


increased demands upon other, scarcer materials. It protects food, medicine, 


and milk; packages cosmetics and other goods; blacks out windows; makes war 


bonds and ration stamps. In this war, all the skill, facilities and re- 


sources of Champion are dedicated to the service of all America. 


MILLS AT HAMILTON, OHIO . . . CANTON, N. C. .. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


| weekend 


| will be issued 


| 


Such outlets are called in the trade 
“curbstone dealers,” “stool pigeons,” 
or “spotters.” If you ask John Doe 
by mail whether he has an agency 
for the blank car, he will prob- 
ably answer yes. 

I think that if you will review all 
of the problems stated above which 
may exist about John Doe’s estab- 
lishment, you will see that every 
one of them can be quickly solved 
by a personal call. If there is any 
other way of solving them, except 
at prohibitive expense, we should 
certainly like to know about it. 

CARROLL BuzBy, 

Manager, List-Department, 

Chilton Company, Philadelphia. 
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Female Takes Adman 


Over the Humps Nicely 


To the Editor: And I suppose, 
Adman, you don’t KNOW what 
you’ve been doing! 

As a female deliriously in love 
and thus temporarily impervious to 
the spells cast by your written word 
(but still a connoisseur ... even 
love’s Madness can’t take that), I 
feel qualified to criticize your “What 
a business!’”’ which ended your entry 
of May 31. 

Your mail order client’s client is 
not to blame . . . the business in 
which you are engaged is not to 
blame ... it’s you, you old writing 
wolf! 

Now me, I know when I’m weav- 
ing a web between the lines . . 
recently I was forced to disillusion 
a fine, brave young man eleven 
years my junior. It was my letters 
got him so it was my bounden duty 
to whack the ties and my wittle 
hatchet was acting sweet, sophisti- 
cated, and my-god-how-OLD. But 
you, all naivete, try to make people 
think you think your circular letter 
was just another circular letter. 
And all your charm lurking behind 
every other pica! 

The poor woman. By the way, 
was it a good letter? Why don’t 
you reprint it in your Diary? I'll 
put my best amateur psychoanalytic 
powers to work on it, and tell you 
for sure if you weren’t asking for it. 

Could it be that like too many of 
us (some know it and others don’t) 
you're wistful and subconsciously 
seeking something all your life 
you’ve never found (and, bub, you 
never will)? All right, then... 
“rubbish”! 

DoroTHY MATURE, 

Editor Nuggets Magazine, Nu- 

trena Mills, Inc., Kansas City, 

Kan. 


Duane Jones Named 
Agency for N. Y. State 


Duane Jones Company, New 
York, has been appointed agency to 
direct a newspaper advertising 
campaign in dailies of New York 
State, by the Bureau of Publicity, 
Division of Commerce of the State 
of New York. 

The campaign will urge citizens 
to take their vacations in nearby 
New York State and to use railroad 
and bus lines only. Copy will sug- 
gest that vacationers start their 
travels in mid-week in order to 
avoid interfering with service men’s 
furloughs. A 40 - page 
booklet giving complete information 
on New York State vacation spots 
in connection with 
the campaign. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 
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JOURNAL - COURIER 
NEW HAVEN, CONN. 
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June 21, 1943 


Radio Voice of 

Sonovox Is Star 

in ‘Post’ Story 
Harpers Documents 


Development of 
Picture Magazines 


Philadelphia, June 17.—Sonovox, 
which has given radio advertisers a 
spectacular new device for adding 
the human voice to any type of 
sound, was the subject of an inter- 
esting story in the June 5 issue of 
The Saturday Evening Post by Rob- 
ert M. Yoder, Chicago Daily News 
columnist. The development of the 
idea by Gilbert Wright, a Holly- 
wood scenarist, and its commercial 
exploitation by James L. Free, of 
Free & Peters, radio station repre- 
sentative, and now head of Wright- 


Sonovox, are interestingly described. | 

“How to Talk Like a Cow from 
Boston,” is the title of the article, 
and the illustration elucidates the 
idea by showing Actress Adelaide 
Gerwig supplying articulation and 
vocabulary while Bossy furnishes 
the sound. 

The original application of Sono- 
vox, it is pointed out, was in the 
movies, Bob Hope’s “The Ghost 
Breaker” being one of the pioneers. 
Walt Disney has also applied the 
idea to some of his animal pictures, 
including “The Reluctant Dragon” 
and “Dumbo.” At present, however, 
Hollywood has taken a back seat to 
radio advertisers who are finding 
new ways to dramatize their sales 
stories through Sonovox applica- 
tions. 


Aids War Copy 


Among the advertisers listed by 
Mr. Yoder as having been most suc- 
cessful in this field are Lifebuoy, 
Bromo-Seltzer and Buick. In addi- 
tion, war advertising has benefited 
from Sonovox by giving voice to 
dive bombers, which can say “Slap 
a Jap” or “Fly for Navy” with equal 
success. One of the greatest ad- 


vances in the use of the idea has 
been providing articulation for 
entire orchestras, a difficult but by 
no means insuperable feat. 

“The best known of all the new 
voices,” says Mr. Yoder, “is the fog- 
horn that not only issues the usual 
warning but croaks ‘B-e-e-e-e-e 
O-o0-0-0-0, B-e-e-e-e-e O-0-0-0-0.’ 
Trains have been made to say all 
sorts of things; the best known train 
is the locomotive that gathers speed 
while saying ‘Bromo Seltzer, Bromo 
Seltzer,’ and so on. 

“One of the earliest Sonovoices 
was an automobile horn that honked 
‘Better Buy Buick.’ This is merely 
a forerunner, Free believes, of a 
day when sound will talk and sing 
on every side—not merely in the 
movies and on the air, but all over 
the place, with bus horns proclaim- 
ing the name of the bus company, 
delivery trucks calling out their 
wares as they honk, and train 
whistles announcing the name of 
the train. 

“Once it would have been re- 
garded as exotic if milk trucks 
could moo. Thanks to Sonovox, 
they can now moo the name of the 
dairy.” 


PICTURE MAGAZINES’ 
STORY DOCUMENTED 


New York, June 17.—The history 
of the picture magazine and the 
philosophy which has made this 
type of publication so spectacularly 
successful are presented in interest- 
ing style in the July issue of Har- 
pers Magazine. Written by John 
R. Whiting and George R. Clark, 
the article is documented liberally 
in establishing dates of origin and 
crediting the pioneers who aided in 
crystallizing the basic ideas of suc- 
cessful publications in this field. 

In 1942, they say, more than 275,- 
000,000 copies of picture magazines 
were sold. Topped by Life, the cir- 
culation leaders include Look, Click 
and Pic. The liberal use of pictures 
in government propaganda maga- 
zines circulated abroad causes the 
authors to add Victory and En 
Guardia to the group. 

While the Illustrated London 
News was started over a century 
ago, and American magazines fea- 
turing pictures were current before 
the Civil War, the picture maga- 
zine of today is regarded by these 
historians as a comparatively recent 
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_ LATEST FIGURES SHOW LARGEST PERCENTAGE “ 
| INCREASE IS IN 14 SOUTHERN STATES _ 


Cash income to all farmers from livestock and crop sales in- 
creased 117.7%, first quarter 1943 compared to same period 
1940, according to a report just released by the Bureau of 
Agricultural Economics, U.S. Dept. of Agriculture. 


THAT’S WONDERFUL! 


But, in the 14 Southern States the same figure comparisons 
show an increase of 165.9%. 


THAT’S TERRIFIC! 


1943 — 
1942 — 
1940 — 


’ ; 
43 Increase over “40.. 


"43 Increase over “12 


CASH FARM INCOME 
14 SOUTHERN STATES 


Ist quarter....... 
Ist quarter....... 


Ist quarter....... 


..$558.856,000 
$283.425.000 46.3° 


$895.68 L000 
.$612.256.000 
.§$3306.825.000 


165.9%, 


And these prosperous 14 Southern States are the 
vital Southern farm market in which SOUTHERN 


AGRICULTURIST. for 


75 years, 


has been friend. 


counsellor and cooperative companion to the South- 


ern farmer. 


In these vital Southern States, SOUTH- 


ERN AGRICULTURIST concentrates its nearly a 


MILLION farm circulation. 


NASHVILLE - 


is read by 2 ovt of every S$ 


‘Selle 


LOS ANGELES 


NEW YORK 


aS 


White Farm Families in the South 


SOUTHERN 


GRICULTURI 
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. CHICAGO . DETROIT | 


phenomenon. It is the result, they 
say, of a combination of remark: dle 
changes in photography, in repro. 
duction techniques and in jour)al- 
istic methods. 

Picture Trend Followed War | 

The picture magazine is par: of 
the general effort in journalism 
after the first world war to increase 
the pace of the story and pare 
wordage to a minimum. Reacer’ 
Digest is considered a result of this 
trend. The success of picture news. 
papers like the New York News | 
to extensive experimenting with 
photographic ideas in the De; 
Moines Register and Tribune, out of 
which, the commentators say, came 
Look. 

The most valuable material in the 
article, from the standpoint of pub- 
lishers and advertisers, is an effort 
to formulate the philosophy o) 
which success in this field is based. 
The authors say: 

“Experience has shown that pat- 
terns have to be provided. It {: 
impossible simply to winnow out 
and publish the ‘best’ pictures taken 
during the week—even the best 
news pictures. . . The contents have 
to mean something. Therefore, they 
have to be planned. 

“Even in Life, which prints many 
immediate news shots of the war. 
much the bigger part of each issue 
is planned, sometimes for months 
in advance. The planning is done 
in terms of picture stories, thus 
embodying the very idea _ that 
gripped the experimenters of a dec- 
ade or more ago. A picture story 
involves the use of sequences of 
pictures, of groups of contrasting 
pictures, or of planned shooting 
scripts, rather than the conventional! 
use of photographs as chance illus- 
trations for an article.” 


Rules for Picture Stories 


The three principles which are 
used in developing picture stories 
are offered as dramatizing news by 
means of plot (it must hang to- 
gether and get somewhere); docu- 
menting social conditions and 
changes, and sensory appeal. The 
greatest exponent of the latter prin- 
ciple was said to be Morrill God- 
dard, editor of The American 
Weekly until his death in 1937. He 
developed sixteen elements of hu- 
man interest, with chief emphasis 
on sex and science. 

The Look principles are based on 
Gallup studies of readership, and 
Dr. George Gallup is quoted as 
having found out not only that 
readers would rather look at pic- 
tures than read type, but that the; 
like to look at related pictures. 

Much space is devoted to the 
techniques employed by Life, de- 
scribed as “the oldest, glossiest, 
most princely and most staggeringly 
successful of all these newcomers 
to American periodical journalism.” 
Its editors frequently see 20,000 pic- 
tures in order to find the 200 which 
make up the average weekly con- 
tent of the magazine. Yet Life, it 
is pointed out, in spite of its empha- 
sis on pictures, “is giving its readers 
more and more reading matter as 
the years go by.” 

The only negative aspect of pic- 
ture magazines emphasized by the 
authors is that planned picture 
stories tend to take on a quality 
of unreality. 


Hoskin Appointed 
Geo. C. Hoskin Associates, Chi- 
cago, has been appointed by Special 


Foods, Inc., Worthington, O., 
handle its advertising. 


WVD 


NEW YORK’S STATION OF 
DISTINCTIVE FEATURES 


NOW 5000 WATTS 


The unique position of WEVD 
with a large section of Metro- 
| politan New York’s radio audi- 
ence is evidenced by— 


(1) The feature boxes of news- 
| Paper radio program pages. 


| (2) The large number of 
famous advertisers on the 
| station continuously year after 
year. 


| Ask for ‘‘Who's Who On WEVD”™ 
sent on request. 


| WEVD 


117-119 West 46th St., New York,N.Y. 
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Never Underestimate the Power of a Woman! 
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Advertising's Role 
in War Takes Spot 
at AFA Conference 


New York, June 16.—‘Advertis- 
ing’s Place in the War and After” 
will be the theme of a series of 
discussions and talks at the wartime 
confe: ence of the Advertising Fed- 
eration of America, June 28-30, 
hignlighting such topics as “Is Ad- 
vertising Doing Its Best Job?” and 
an off-the-record talk on current 
legislative trends in Washington. 

Outlining the speakers who will 
attend the conference, Elon G. Bor- 
ton, Federation board chairman and 
advertising director of LaSalle 
Extension University, Chicago, re- 
ported that Monday’s opening gen- 
eral session will present the keynote 
address by Col. Willard T. Che- 
valier, publisher, Business Week, 


Charles A. Halleck of Indiana will 
discuss legislative trends in Wash- 
ington and Carroll B. Larrabee, 
president, Printer’s Ink will outline 
the most important tasks of adver- 
tising. 

Presentation of awards to adver- 
tising clubs for achievement during 
the past year will be made by Allan 
T. Preyer, executive vice-president, 
Vick Chemical Company, who is a 
member of the federation’s board 
of directors, and chairman of its 
war advertising committee. The 
annual dinner will be held on Mon- 
day evening with Capt. Leland P. 
Lovette, USN director of public 
relations, discussing the Navy’s 
interest in and experience with 
advertising. Lieut. J. D. Stamm, 
also of the Navy, will describe his 
recent visit to the U. S. S. R. with 
former Ambassador Joseph  E. 
Davies, and inere will be one other 
speaker to be announced later. 


Discuss Local Efforts 


Tuesday’s program will spotlight 
the conference on advertising club 
activities, with an array of speakers 


and chairman of the conference| representing the War Advertising 
program committee. Representative | Council, the Office of War Informa- 
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IS IN WWL-LAND! 


and so are 10,000,000 customers from five different}states 


tion in the 5-state area. 


The Greatest Selling POWER 


“THE CROSSROADS 
SOUTH.” Jackson, Miss., turns to WWL, 
New Orleans. for the best in radio — 
and gets it—-just as sceres of prosperous 
cities do. all over the Deep South. 


50,000 WATTS and a clear channel give 
WWL five times the power of any sta- 


To “own” the Deep South. get on 


50,000 WATTS— 


CBS Affiliate —Not'l Representatives, The Katz Agency, Inc. 


OF THE 


CLEAR CHANNEL 


in the South's Greatest City 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he a it appropriate to do so through 
the column, 


June 7. A correspondent suggests that I 
devote some space in this diary to criticism 
of current advertisements. I take it that 
he means criticism in its real sense of crit- 
ical examination, leading either to praise 
or blame. But that comes under the head- 
ing of dangerous sports. I have never, 
myself, submitted an ad for one of the 
established advertising awards—holding it 
to be doubtful whether any outsider can 
ever evaluate an advertisement when he 
doesn’t know all that it was designed to do, 
or the limitations under which it had to 
do it. 


June 8. Visited a small town, in an area 
where there are no war industries. Talked 
with the one banker and several of the re- 
tail merchants. They all told me that more 
money was flowing into the town than ever 
before in its history, being sent there by 
service men and by those who have gone 
off to work in war industries. This money 
is giving the retail merchants the best 
business they ever had, in spite of con- 
sumer goods shortages. Even the deadest 
of inventory items is moving. Thus does 
economics often confound its prophets. 


June 9. I am, I think, a shy man; and 
particularly am I tongue-tied in the pres- 
ence of strange ladies. So while I am flat- 
tered when a woman reader of this diary 
writes me that she enjoys it, I am a little 
taken aback when she personalizes her ad- 
miration. Or am I? 


June 10. The volume of advertising 
rolled up for the last war bond drive is 
impressive evidence of the success of the 
War Advertising Council in “marshalling 
the forces,” as it set out to do. But the 
percentage of total bond sales made to in- 
dividuals, while better than that of the 
preceding drive, is still not good enough to 
be very good testimony for the effective- 
ness of this advertising. Why did it not 


accomplish more? First, perhaps, because 
the effort is still not as well coordinated as 
it might be. And second, because the vol- 
ume of sales effort did not match the adver- 
tising volume. At least, in my own case 
nobody ever actually asked me to buy a 
bond, and few people whom I know were 
personally solicited for an order. 


June 11. It looks to me as though we 
had made a good deal of progress toward 
the socialist ideal of the classless state. We 
are now down to just about two classes: 
government inspectors and those inspected. 
The only potential political candidate who 
seems to see any issue in that fact is Gov- 
ernor Bricker of Ohio. 


June 12. Some days life on a farm is 
just O.D.T.A.A. This morning I woke to 
find a swarm of winged ants on my bed- 
room ceiling. Apparently they had nested 
in the roof during the winter, and had just 
decided to move. No sooner had the spray 
gun blitzed these than there came a report 
of new gopher damage in the orchard. 
When the traps for these gentry were set 
the water pump was out of order. Then, 
to top off this perfect country day, came a 
hired man who wanted to quit for higher 
wages in a war plant. Don’t buy a farm 
unless you have first learned the meaning 
of the verb “to cope.” 


June 13. Had a letter from a friend of 
mine who spent most of his life as a po- 
litical reformer. As such, he was tireless 
in his attacks on the chicanery of poli- 
ticians. Then, under Roosevelt, he was 
given a job as an important administrator, 
and little by little I have watched him be- 
come a practicing politician, indulging in 
much of the finagling which he formerly 
attacked. It is unfortunate but true that 
there is no complete defense of either poli- 
tics or advertising which does not involve 
some indictment of human nature. 
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tion, other war agencies and repre- 
sentatives of advertising clubs 
throughout the country, discussing 
the extension of war message dis- 
tribution and promotion of war 
effort activity in local communities. 
Willard Egolf, federation vice-presi- 
dent, will preside as chairman of 
this meeting. A luncheon meeting 
is also ineluded in Tuesday’s pro- 
gram with a speaker prominent in 
public life to be heard. In the 
afternoon, the federation’s annual 
business meeting and election will 
take place. 

On Wednesday morning other 
individual group meetings will be 
the center of attention; one will be 


Tide Water Oil Has 
‘Truck Maintenance Plan 

Cooperating with the Office of 
Defense Transportation, Tide Water 
Associated Oil Company has insti- 
tuted a plan whereby an operator 
may keep his fleet of trucks in tip- 
top running condition througn a 
series of planned inspections, report 
forms and wall charts which re- 
quire no bookkeeping, no filing and 
a minimum of skilled help and 
clerical detail. 

Calling the innovation the “Vee- 
dol Preventive Maintenance Plan,” 


its engineers, analyses by operators 
of large truck fleets, and a long 
period of testing on its own big 
fleet of vehicles. The plan is equally 
as valuable to the owner of one 
or two trucks as for fleet operators 


Named Industrial Head 


John R. Bangs, formerly head of 
the department of administrative 
engineering, Cornell University, has 
been named general manager of 
industrial and personnel relation 
by Edward G. Budd Mfg. Company 
Philadelphia. He will assume hi 
|new duties July 1. Robert W 


tion of Broadcasters, with panel | 


appointed to assist him. 


the company made the announce- | Desing and J. B. Jones have beer 
sponsored by the National Associa-| ment after months of research by 


discussions on “What the New FCC | 
Regulations Mean to Advertisers,” | 
and “The Wartime Radio Audi- | 
ence.” Lewis H. Avery, head of the | 
NAB’s department of broadcast | 
advertising, will serve as chairman | 
of this meeting. 

Another session Wednesday 
morning will be devoted to direct 
advertising, with Henry Hoke, pro- 


| gram director, Graphic Arts Victory 


Committee, as chairman. This will 
also be given over entirely to war 
advertising, and a number of speak- 
ers in government and agencies will 
be heard. Wednesday’s general ses- 
sion beginning with luncheon will 
be concerned primarily with post- 
war considerations of advertising. 
Paul Hoffman, president, Stude- 
paker Corporation, South Bend, 
Ind., and chairman of the Commit- 


| tee for Economic Development, will | 


| 


| 
| 


|speak on “Industry’s Job in the} 
| Postwar Era.” John Wiley, vice- 


president, Fuller & Smith & Ross, | 
New York, will discuss “Advertis- 
ing’s Place in the Postwar Era.” 


WAAT to Spot Sales 


Station WAAT, Jersey City, has 
appointed Spot Sales, with offices in 


principal cities, as national sales ° 


representative in territory outside 
the New York area. 


Fletcher & Co. Moves 


Fletcher & Co., New York, public 
relations counsellor, has moved to 
new and larger quarters at 25 W. 
43rd St. 


any way 
you 


forke ©. Qrtthonss. Sue 


BLUE NETWORK AFFILIATE + FREE & PETERS, Inc., National Representatives 
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Bombers roar down the runway, sluggishly take to the air. Slowly they 
fade and their drone becomes dimmer. Then, out of the sun, the enemy. 
Only one thing to do: dump the speed-killing load and to combat! 


Pa 


tt. 


, yes 


there are times when a load is a burden 


WHEN a unit— business or military — reaches 


features—and left it to a growing readership to make 
the point where its load becomes a burden, 


common sense says, ‘Drop it quick!”’ But traditions are 
strong ...the ‘‘ability to maneuver” implies an alertness 
and young-mindedness that is routine to the armed ser- 


vices, but unusual in business. 


its own decisions on the basis of solid facts. 


TODAY the Mirror is bought by over 750,000 readers 
each weekday; on Sundays more than 1,700,000 copies 
are bought . . . TODAY the Mirror is a recognized 

national influence; a potent ally of those who believe in ee ag 
Seven years ago a new concept of tabloid publish- ee 


doing the right thing for the most people ... TODAY 
ing appeared under the banner of the Mirror. Sensation- the Mirror carries more advertising linage and has 
alism went out; facts and features for a thinking people 


came in. The Mirror recast its entire editorial philoso- 


phy. The load that had become a burden was dumped. 


greater advertising revenue than at any time in its history. 


Today the Mirror is the trusted friend of ; 
a most important cross-section of New York 8 
families whose one meeting place is this, their 
favorite newspaper. 


For the first time an American tabloid newspaper 
cleaned up its pages, kept its editorializing on the edi- 


torial page; gave its readers an adult diet of news and 
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Appliance andRadioDealers 
Hang on for Postwar Boom 


Mortality Heavy for 
Both; Immediate 
Outlook Is Uncertain 


The war has put a crimp in both 
the electrical appliance and the 
radio fields. Dealers are hanging 
on as best they can, if they can, in 
the full expectation of sitting down 
to a feast after the war. 

About one-fifth of the appliance 


dealers in the country went out of 
business in 1942, and a somewhat 
larger number is expected to have 
done the same before the end of 
this year, leaving fewer than three- 
fifths of the pre-war dealers. 

In the radio field, the mortality of 
dealers is also estimated at one-fifth. 
Future mortality will depend some- 
what on how many phonograph rec- 


classification of “household appli- 
/ance dealers,” of whom in that year 
there were 11,095. They sold $294,- 
518,000, of which 77.3% was in 
appliances and only 0.4% in radios, 
the rest being in stoves and other 
items. Nearly half of these stores 
were operated by utilities. 


Other Store Sales 


There were also 6,907 “radio- 
household appliance stores,” with 
sales of $190,180,000, of which 47.7% 
was in appliances and 28.2% in 
radios. Only 3.9% of these stores 
were operated by utility companies. 

Besides, there were 2,409 radio 
stores, selling $22,901,000, and 502 
radio - musical instrument stores, 


picture. Electric appliance a 


This is the eighth of a series of articles analyzing changes 
in the distribution situation which have developed because of 
wartime conditions and presenting a glimpse of postwar trends 
in various lines. Presented herewith is the second of four arti- 
cles discussing various aspects of the “housing” distribution 


nd radio fields are considered 


here, to be followed by a discussion of distribution of hard- 
ware and paints, and heating fuels. 


ords become available, because rec- 
ords have been a lifesaver for many 
dealers. is 

It is difficult to analyze the appli- 
ance and radio fields separately, 
because to a large extent they over- 
lap. However, the Census of Busi- 


ness for 1939 makes a_ separate 


selling $25,774,000. Moreover, ap- 
pliances or radios, or both, were 
sold in department, furniture, and 
hardware stores; in sporting goods 
and sports-clothing stores; through 
drug stores and other outlets, and 
by mail-order houses. Many such 
departments have been closed since 


ee eee var SS 


Pearl Harbor; others continue as 
doleful shadows of themselves. 


“.* Mortality Is Heavy 


hand appliances and the contract) yp 
of even the newer lines of goods 
which dealers have stocked up in a 
hungry effort to maintain volume. 


A survey made by Electrical Mer-|The mortality occurs “voluntarj!\” 
chandising has led to the conclusion !—in the sense that the sheriff d..; 


Whats Happening to Electric 
Appliances Dealers 


oF \'\\ [A 00/8) '8 M I) Mm \ dealers studied by 
M A 96! 07/944% went out of business that year, 


leaving \ aly 2 7 mM Mm Mm of which, 30.28%, or 


rh 2) ¥ 61 expect tobe out of business this year, 


Leaving\ | 5 6 16 \| dealers at the end the year, or 
NaS. 56./7% of the Jan. |,/942 tota/. 


“Electrical Merchandising 
as of Jan./,1942 


that 20% of the appliance stores 
went out of business in 1942, and 
that 24% more of the original num- 
ber will follow suit before the end 
of this year, leaving 56% of those 
who were in business at the end of 
1941. This percentage is considered 
bedrock. Service work alone can 
keep the surviving dealers alive. 
The liquidations occurring in 1943 
reflect the disappearance of second- 


. 


: A ee and still 


buying Champ 


One by one the woman meets and kayoes those 
challengers of the American way of life 
shortages, rising prices and black markets. 
Some said she couldn't cope with them. But 
she did... and she will! 

The woman has always been your best cus- 
tomer. But in this war year her job is infinitely 
more complex and technical. She needs help... 
advice on planning, budgeting and buying. 

And here the women’s magazines are fulfill- 
ing their highest purpose . . . service! So well 
do they meet the woman’s wartime.needs . . . 
so aptly do they advise her . . . that reader- 
interest in Companion editorial and advertising 
pages has gone up by leaps and bounds. : . is 
today at an all-time high! 

And mark this well. Both today and in the 
future, the woman will return in full measure 
the help you give her now. This is your oppor- 
tunity to win her confidence and good will... 
to build enduringly for tomorrow. 


Companion Editors Score 
Again in Timely July Issue 


Match this if you can for editorial enterprise... 
an interview with Henry Ford—a rare event in 
any publication...A personal story secured from 


. the only woman pilot to fly under enemy fire at 


Pearl Harbor, and the first to make the supreme 
sacrifice on war duty ... The second in a series 
of three articles on amazing new household 
products for the post-war market ... A capsule 
review of the critical problem of inflation, by a 
woman financial columnist . . . Results of the 
eighth Companion nation-wide poll on the “cra- 
dle-to-grave” security plan... PLUS a bounti- 
ful list of home-making service features, keyed 
to the wartime pitch, It’s vital ... personal . . . 
timely! It’s what women want... and to prove 
it, Companion reader-interest is higher now 
than ever before in history! 
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not lock the store up. The dealer, 
seeing that he is about to be drafted, 
or that he must enter a war factory 
or find an old friend who has a farm 
and can give him a job on it, or that 
he can no longer make a bare liy- 
ing, simply stops. He sells his sery- 
ice parts in a lump to some other 
dealer, and goes out of business 
with money in his pockets. 


Live for Future 


The mortality would be higher up 
and down the line if it were not for 
the expectation of large business 
after the war. Confident that the 
postwar rewards are going to be 
worth the present sacrifice, the 
dealers do their utmost to survive. 
They reduce overhead. They move 
to smaller stores. Many are now 
operating as man-and-wife teams. 
The service men are gone. The hus- 
band goes out to do the servicing, 
while the wife handles the store. 

This type of business is extremely 
resistant to calamity. All that these 
people do is take a living out of the 
store. 

How do they do it? What is there 
to sell? Well, last year there cer- 
tainly wasn’t much. In 1939 the 
combined sales of refrigerators, 
washing machines, sewing machines, 
and the smaller appliances amounted 
to $576,000,000, according to the De- 
partment of Commerce. In 1940 the 
volume climbed to $677,400,000, and 
in 1941 it hit $900,000,000, an all- 
time high. This was caused prin- 
cipally by war prosperity, the nex! 
most important factor being antici- 
patory buying in fear of wartime 
contraction of the supply of civilian 
goods. 

Then came Pearl Harbor and the 
ban on production of appliances 
and radio. 


“Salvage” Plan Operating 


In 1942 appliance and radio stores 
drew their income mainly from sec- 
ond-hand goods and from servic: 
Today there are few appliances left, 
even the second-hand sort. Th 
more the goods run out, the more 
the remaining dealers are forced ‘to 
concentrate on service. With mii- 
lions of appliances in family us 
which cannot be replaced when the 
get out of whack, there is a lar: 
and constant service business. 

Recently Proctor Electric Com- 
pany, Philadelphia, a manufactur« 
of small appliances, stepped into t! 
scene with an exceptional good-w 
promotion. It issued a 24-pa; 
booklet to dealers explaining 
“Appliance Restoration Plan.” Prox 
tor estimated that from 1928 to 194 
inclusive, nearly 180,000,000 sma 
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jiances were produced. “There 
are a Whale of a lot of old appli- 
ances somewhere,” it said. They 
are “in attics, on forgotten pantry 
shelves, in seldom-opened drawers, 
in cellars, in cupboards, in the 
already crowded garage.” And to- 
day they are urgently needed. ; 
’ proctor thereupon presented its 
jan in 25 words: “1. Buy these re- 
stovable out - of - service appliances. 
9 Pay for them in war stamps. 3. 
Restore them to usable condition. 
4. Resell them to those who need 
nem. 
' The booklet outlined the type of 
newspaper advertising campaign the 
cooperating dealer should wage; the 
type of window streamers; the kind 
of pocket envelope for the war 
stamps; and the resale tags on the 
repaired appliances. 


Utilities Accept Idea 


The plan has been heartily ac- 
cepted by the utilities. It requires 
extensive advertising, which the in- 
dependent dealer is not able to 
undertake. Enjoying robust adver- 
tising budgets, which can no longer 
be used to advertise commodities, 
the utilities are spending the money 
to build good will. Besides coop- 
erating in the appliance restoration 
plan, they are running good-will 
campaigns on the use and care of | 
appliances, and on canning and food 
preservation. nd 

The way the appliance retailing 
chains are meeting the shortage of 
goods is typified by the action of 
the Good Housekeeping Shop, of 
Detroit, the largest dealer in the 
country. It has shut all its branches 
and is doing business in a concen- 
trated manner in smaller premises 
in downtown Detroit, where it sur- 


vives on a service basis. 
Many Lines Added 


In addition to service, dealers are | 
now relying largely on new lines of | 
goods which they have added, in- 
cluding glassware, china, picture 
frames, mirrors, paint, small furni- 
ture—anything obtainable that they 
have a chance of selling to their 
usual customers. 

The manpower situation is bad. 
Women, schoolboys, and. elderly 
men are being hired for mechanical 
jobs. In a number of cities, train- 
ing programs have been sponsored 
oy the Electrical Leagues, which are 
local groups, supported by utilities, 
wholesalers, and retailers, and do- 
ing promotional, educational, and 
social work. Classes are held in 
‘technical high schools, the students 
being of both sexes and nearly all 
ages. 


Similar in Radio Field 


In the radio field the general 
situation is much the same as in ap- 
pliances. Radio Retailing Today 
estimated in January, 1941, that 
radios were sold by 57,000 retailers 
of all types, including appliance 
dealers, department, furniture, and 
hardware stores, and others. Today 
the radio departments are closed 
or moribund. Of dealers specializ- 
ing in radio, probably 20% are 
gone, although some estimates run 
to 25%. There are many part-time 
dealers now; they work in war 
plants in the daytime, and do their 
own work at night and on Sundays. 

Production of radios for civilian 
use was stopped in the spring of 
1942. During the year 4,400,000 sets 
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| 
were sold, for $154,000,000. This! 
was a drop of more than two-thirds | 
from the 1941 sales—13,800,000 sets, | 
for $520,000,000. The decrease was| 
smaller in the sale of radio-phono- 
graphs—from 1,700,000 sets in 1941) 
to about half of that last year. This 
was because radio-phonographs had 
been gaining in popularity. Before} 
1941 their sales had been doubling 
each year. 


To a limited extent, the surviv- 
ing dealers are still selling radios 
out of inventory. And the models 
still remaining are the higher-priced 
sets for which there is normally 
least demand. Midget sets and in- 
expensive models disappeared 
quickly. There are expensive con- 
sole sets still on the market, among 
these being radio-phonograph com- 
binations and frequency - modula- 
tion receivers; also there are some 


battery portables, as people can’t | 
get batteries for replacements. 


Some Replacement Parts 


For many months the War Pro-!| 
duction Board has been urged to 
allow resumption of the manufac-| 


enough to maintain their service 
work. 


To supply the needs of farmers 


|in areas without power lines, the 


WPB has increased the production 
of batteries for farm radios to 425,- 
000 a month, or 5,100,000 a year, 


in their old records have been help- 
ful but by no means adequate. 
Another source of woe is the re- 
fusal of members of the musicians’ 
union to make new recordings, be- 
cause of their dispute with broad- 
|casters over fees. Before the re- 


ture of replacement parts, because| which is more than pre-war produc-|fusal went into effect last summer, 


of the increasing rate at which sets | 
have been dying. Recently WPB | 
authorized the manufacture of a 
“Victory Line” of replacement parts | 
for home sets, including 11,000,000 | 


tion. Rural dealers will benefit. 
Records a Life Saver 


As soon as the supply of radios 
began running short, the dealers 


‘the manufacturers, knowing that it 
| Was coming, produced a great num- 
ber of records at top speed. These 
|have since been released in driblets, 
and are now nearing an end. Nearly 


tubes, the first installment of an an-| compensated by emphasis on phono-| all the records now being issued are 


nual production program of 45,000,- 
000. No parts will be available for 
automobile radios or for portables. 
It is probable, however, that many 
of the 11,000,000 tubes will be drawn 
on for military uses. The actual 
flow of tubes into the consumer 
market has been slow in getting 
under way, but dealers hope to yei! 


graph records. Last year the pro- 
duction of records set an all-time 
high. This year, however, produc- 
tion has seriously declined, mainly 
because of the shortage of shellac, 
use of which by record manufactur- 
ers has been cut to 20% of prewar 
levels. Thus far, efforts to get more 


shellac by inducing people to turn! 


|pressings of former recordings. 


Many Add Lines 


Radio dealers have diversified 
their stock to include furniture, 
glassware, paints, liquid cleaners, 
globes, maps, and other items. Some 
stores, instead of carrying new 
stock, make sales from catalogs. 


ge Advertising 
CROSS THE NATION 


ADCASTS 


TRADE MARK REGISTERED 


THE MAGNIFIED FORCES of sight, sound and action are combined in Screen Broadcasts 
to provide the equivalent of FRONT PAGE ADVERTISING — they occupy the entire screen 


and must be seen! 


These crisp, less-than-a-minute screen spots convey crystallized ideas that promote community 


security. Specially created for your advertising sponsorship, authentic Screen Broadcasts 
series highlight these local-level war campaigns... . . 


WAR SAVINGS—OPA RATIONING—CIVILIAN DEFENSE—ODT 
WAR-TRAVEL—LABOR JOB SAFETY—and others now being pro- 
duced under supervision of U. S. government agencies. 


IN LEADING THEATRES from coast to coast, these entertaining and informing films enjoy 
guaranteed showings every other week, as part of the regular program. 


SPONSOR'S MESSAGE closes each film, building good-will for the product and security 


for the community. 


NO PRODUCTION COST... surprisingly low distribution rates cover everything. 


THESE CAMPAIGNS ARE COMMISSIONABLE 


Write today for copy of illustrated booklet "What More Can We Do?" Better 
still, WIRE COLLECT for representative to call, to give you full facts and to 
demonstrate the films. 


S 


CREEN 


923 15TH STREET, N. W. 


“The Natoma R Neluwock of Theatre Communioalion” 


ROADCASTS 


WASHINGTON, D. C. 


Distributed—In Southern, Atlantic and New England States by Motion Picture Advertising Service Co., Inc., New 
Orleans, Louisiana. In Northern, Mid-Western and Western States by United Film Ad Service, Inc., Kansas City, Mo. 
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And not a few have switched to en- 
tirely new lines, such as haberdash- 
ery, and are trying to ride out the 
war and maintain their locations 
until radios are again available. 


A few dealers have become 
manufacturers of small items. The 
experience of Krauss Brothers Auto 
Radio Corporation, a New York 
structive. Krauss Brothers had a 
large store on the Upper West Side 
of Manhattan. Two-and-one half 
years ago—a year before Pearl 
Harbor—the firm perceived an 
opportunity in the war boom. Both 
the Krauss brothers had been ex- 
pert toolmakers before going into 
radio. They bought a tool-making 
machine, and then another, and 
began manufacturing on a modest 


—— 


, gnc anpisine 


Geser™ “— 


scale. They had no foreboding of in operation at the beginning of this 


what was to happen to radio. 

But after the preduction of radios 
was stopped, they emphasized their 
manufacturing business. Now they 
are no longer Krauss Brothers. And 
they are no longer in radio. Newly 
risen, phoenix-like, from the ashes 
of their old existence, they are now 
the Phoenix Machine Tool Corpora- 
tion, with a factory in Long Island 
City, where they make tools and 
airplane landing-gears. 


Depend on Service 


The “pure” radio dealers — those 
that have been used to selling radios 
and nothing else—now tend to de- 
vote themselves altogether to serv- 
ice. Many of them service not only 
radios but sound equipment, and 
some have ventured even farther 
afield. For example, Earl G. Bene- 
dict, of Cobleskill, N. Y., operating 
in a dairy area, has become a gen- 
eral repairer of farm equipment. 

The manpower situation is essen- 
tially the same in radios as in ap- 
pliances. Many shops are hard- 
pressed for service men—and serv- 
ice women. More and more, women 
are being brought into the work; 
and so are boys of high-school age. 

But most dealers feel that service 
business, too, will drop if the war 
lasts much longer. It was estimated 
recently by Dr. W. R. G. Baker, 
vice-president of General Electric 
Company, that if the war lasts until 
1945, only half the radio receivers 


|year will still be in use. 


This will 
mean a material reduction in serv- 
icing and in the sale of replacement 
parts. 


Study Postwar Consumers 


As for the postwar period, there 
are certain strong expectations in 
the radio and appliance fields, as 
well as some interesting specula- 
tions. For instance, will the present 
influx of women into factories pro- 
duce noticeable economic effects? 


Possibly their mechanical training 
will make them more keen on 
mechanizing their homes. Possibly, 
too, they will be more critical of the 
factory products they buy hereafter, 
having become better judges of 
washing machines, refrigerators, 
radios, and other items. It is sug- 
gested that the woman customer, in- 
stead of murmuring with traditional 
helplessness, “I’ll have to see my 
husband; he knows about such 
things—,” will want to get into the 
guts of the product, considering 
herself as competent a judge as 
Charles F. Kettering. 


Again, will frequency modulation 
become the rage? Some manufac- 
turers predict that, because of its 
superior tone, it will replace the 
amplitude modulation system of 
broadcasting within a year after the 
war ends. And they add that war- 
time improvements, when translated 
into terms of civilian enjoyment, 


Pants presser 


pulls iron from 


predicament 


O last January the ambitious presser of 
pants went in business for himself. His 
rent was paid. His fixtures were installed. 


Everything including charter-customers— 


except a pressing iron. 


But he did have a radio. It was on, tuned 
of course to WTOP. The hour was 9:45 
in the morning. Elinor Lee was on WTOP 


with her “Home Service Daily.” 


Part of her unusual program is an elec- 
trical appliance “swap-shop.” 


presser pricked up his ears. A listener (said 
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Washington’s answer to household prob- 
lems, solved in capsule form! Hundreds of 
women phone in to the program every week. 


And more people listen to Elinor Lee—on 


WTOP-—than to any other women’s service 


program in Washington. 
“Home Service Daily”—sponsored by 


Potomac Electric Power Co.— is typical of 


the kind of thinking and doing that makes 


The pants 


Elinor) needed an electric bottle warmer. 


Tag line: mother gets bottle warmer; tailor % | 
; * 
gets iron. ‘ 
S 
“Home Service Daily” is a lot more than a x 


swap-shop; it’s recipes and ration news and 


market reports and conservation hints. It’s 


90,000 
| 


Represented by Radio Sales, | 
the SPOT Broadcasting Division of CBS. 


WASHINGTON’S 


WTOP the choice of listeners in one of the 
nation’s BIG markets. That’s why WTOP is 


the advertisers’ favorite, too. 


watt Station 
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Sales 


1939 
Refrigerators, was hing ma- 
chines and sewing machines 381.3 
Electrical household appliances 194.7 
Radio apparatus and phono- 
ioe ery er 377.8 


gross national product. 


Radio 


(Source is Radio 


Volume of Appliances, Radios and Phonographs Sold in 1939 
1940 and 1941, and a Hypothetical Projection Into 1946 


U. S. Homes with radios............ 
“Secondary” sets in above homes... . 
a 
Automobile radios ................. 


in Millions of Dollars Percent 
Increase 
1940 1941 1946 1946 over 1949 
460.4 640.0 799.0 74 
217.0 260.0 389.0 79 
415.6 500.0 1100.0 165 


—From “Markets After the War,” assuming full utilization of available manpoy, ey. 
1942 general price level, and a fixed relationship between these products »n¢ 


Civilian Radio Set and Tube Sales for 1942 


Number Retail Vaiue 
Total sets sold during 1942................... 4,400,000 $154,000 ooo 
od i 6 oc son Wn ved 0 000 600s 500,000 17,500,000 
I ks gras knee cee wea ss ena'e 350,000 12,250,000 
Home radios sold in U. S..................... 3,550,000 124,250 .000 
Rn on batik os oecoasvace’ 87,700,000 96,000,000 
By ME IOI. go ccc ccc cacccce 34,700,000 38,000,000 
I gc otk ceecdeedecewrenen 53,000,000 58,000,000 
ibs a db ewe wde Wo oe 66s 0 9 0.00 70,000 000 
I oo ors a csc ccbeasbedsss bane 110,000,000 48,000,000 

1941 sets sold...... 13,800,000 sets...... $520,000,000. 


Sets in Use 
Jan. 1,1942 Jan. 1, 1943 


iseandaeent 29,700,000 30,800,000 
ionweansenus 15,000,000 16,660,000 
errr rr yy 2,800,000 3,130,000 
Trees 8,500,000 8,750,000 

56,000,000 59,340,000 


Retailing Today) 


will make FM even more desirable 
than it is already. 


Television Coming Along 


It is estimated that 10,000 tele- 
vision sets are now in use. Vice- 
President Baker of General Electric 
has cautioned the public not to as- 
sume that the end of the war will 
immediately bring FM and tele- 
vision sets into the market at $9.95. 
However, he adds that the war is 
vastly increasing the capacity of in- 
dustry to produce picture tubes, 
which were the main item of cost in 
television sets before the war. 
Hence, barring counteracting de- 
velopments, it is reasonable to ex- 
pect that the price of television sets 
will decline. 


Lily Pons isn’t going to come to 


homes the minute the guns stop 
firing. Yet there is high confidence 


industry of the postwar 
says Farnsworth Television & Radio 
Corporation. “The best minds in 
business expect it to rival the 
growth of the automobile industry 
after the last war.” There will be 
“special television equipment, ready 
for new and useful jobs in institu- 
tions, stores, industries. And finally, 
when television stations are set up, 
television sets for millions of Ameri- 
can homes!” 


See Many New Products 


Rivaling television in its magic 
appeal are electronics and radar. Of 
radar (an abbreviation of “radio 
detecting and ranging’) the Army 
and the Navy recently issued the 
first public explanation. Radar is a 
detecting or locating device that 
sweeps the sea or the sky with a 
searchlight beam of ultra-high-fre- 
quency radio waves. If these en- 
counter a submarine, a battleship, 


a radio receiver, which instantly 


or anti-aircraft guns to fire accur- 
ately at the invisible enemy. 

The word “electronics” is increas- 
ingly in use for meanings that were 
formerly denoted by “radio.”” RCA 
has explained the matter concisely: 
“Electronics’ is simply a term for 
the newer applications of the basic 
radio-electronic circuit utilizing the 
well-known radio tube and its de- 
rivations.” 

Tung -Sol Lamp Works predicts 
that existing electronic applications 
will lead to “wireless intercommuni- 
cations systems for business”’; and it 
adds, “Even portable, personal two- 
way radio phones may become a 
reality.” 


Radar uses ultra-high frequencies, 
'which make possible thousands of 


| radio channels, so that thousands of 
dinner in hundreds of thousands of |new transmitters could operate 


| without interfering with each other. 
| But whether there would be enough 


in a great television future. “Tele-| Such channels to let every man be a 
vision is destined to be the big new | Peripatetic broadcasting station is 
years,” | another matter. 


Visualize Great Future 


} Everybody in the appliance and 
radio fields is convinced that there 
will be an enormous volume of 
| business after the war. People who 
| have been unable to buy appliances 
| and radios will rush to get them, 
and perhaps television sets as well 
| And the dealer will return. He will 
_have the money he received when 
ihe liquidated his store. He maj 
still have some of the profits of that 
|luscious year, 1941. He will have 
|money in the bank; he will have 
bonds; and he will have credit with 
|his suppliers. As soon as he can get 
| merchandise, he will begin operat- 
ing from his home or from a store 
| And if the anticipated postwa! 
|boom materializes, both the radio 
‘and the appliance field will be in- 
\vaded by ravenous newcomers 
| There may be an invasion of the 
| radio field in any case, for the Army 


or an airplane, they bounce back to|is training a stupendous number of 


iradio and radar technicians, ®nd 


reports the exact position of the| what would be more natural than 
intercepted object, enabling naval|that many of them should try te 
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crowd into the radio and television 
business? 


An Interesting Projection 


(fhe postwar prospects of appli- 
ances and radios have been dealt 
with in the study, “Markets After 
the War,” by S. Morris Livingston, 
published by the Bureau of Foreign 
and Domestic Commerce. In this 
pamphlet it is arbitrarily assumed 
“(q) that the war and the immedi- 
ate postwar reconversion period will 
be over before 1946; (b) that 96.5% 
of those seeking employment will 
have productive jobs; and (c) that 
prices will be the same as in 1942.” 
If these assumptions should prove 
valid, the gross national product, 
which was 87 billion dollars in 1937 
and 80 billion in 1938, and which 
jumped to 97 billion in 1939 because 
of the start of the war boom, will 
rise to 165 billion in 1946. 

And if appliances, radios, and 
kindred items bear the same rela- 
tionship to the total national prod- 
uct as in the past, it is estimated 
that refrigerators, washing ma- 
chines, and sewing machines, which 
did a retail business of $460,400,000 
in 1940, will rise to $799,000,000 in 
1946, a gain of 74%; that other ap- 
pliances, which sold $217,000,000 in 
1940, will jump to $389,000,000 in 
1946, up 79%; and that radio ap- 
paratus and phonographs, whose 
volume in 1940 was $415,600,000, 
will rise in 1946 to $1,100,000,000, a 
gain of 165%. (But the study warns 
that this is not a forecast; it is only 
“an approach to an analysis.’’) 


Explore Matter Further 


As a supplement to this study, the 
Bureau of Foreign and Domestic 
Commerce has published, in the 
April 29 issue of Domestic Com- 
merce, several articles on the post- 
war outlook for particular indus- 
tries. E. J. Detgen and Lawrence D. 
Batson appraise the postwar radio 
market. 

Pointing out that the home radio 
and radio-phonograph field “consti- 
tuted 80% of the combined radio 
and phonograph industry total in 
1940,” the authors say that, on the 
basis of a hypothetical $1,100,000,- 
000 sales volume of all radio ap- 
paratus and phonographs, we could 
expect a yearly expenditure for 
household radios and radio-phono- 
graphs “in the postwar era of ap- 
proximately $880,000,000, 165% of 
the 1940 estimated volume of $345,- 
000,000.” 

And, “assuming further that the 

erage retail price of a radio set 
remains at $35 (the 1938-41) aver- 
age),” 25 million radio sets and 
radio-phonographs may be sold an- 
nually in the United States in the 
postwar period for home use. In 
1940 the sale of such sets amounted 
to 10,900,000, and in 1941, the peak 
year, they climbed to 11,100,000. 
Thus the average number of sets 
sold would more than double. 


Prices May Go Up 


But would the unit price remain 
the same? This depends on several 
factors, one of the most important 
being the question of frequency- 
modulation sets. There are manu- 
facturers who think frequency- 
modulation is so superior that the 
people will be satisfied with noth- 
ing less. But frequency-modulation 
sets require more man-hours and 
materials; “the lowest retail price 
of a complete frequency - modula- 
tion set in 1942 was approximately | 
$60, or almost double the average | 
price paid for radio sets.” So, if) 
everybody demanded FM sets, and | 
their price did not drop sharply, and | 
li the public had $880,000,000 to. 
Spend for home radios and radio- 
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phonographs, only a pitiful 15,000,- 
000 could be bought. 

These and other questions must 
be considered, say the authors; “but 
one of the most interesting results 
of thinking about them is the feel- 
ing that an apparently too opti- 
mistic domestic annual sales goal of 
$880,000,000 may be not only reached 
but exceeded in a period of sus- 
tained high levels of employment.” 


Becomes West Coast Head 


Don Bernard, producer of the 
“Blondie” series, Camel cigaret 
radio program, has become head of 
the West Coast office of William 
Esty & Co., replacing Bill Moore, 
who leaves June 29 for the Navy. 
Mr. Bernard will continue to pro- 
duce the Camel show. 


Advertising Service Association of 
New York City, held last week, 
Robert M. Hodes of Hodes - Daniel 
Company was elected president, and 
Charles S. Morris of Business Let- 
ter Service, vice-president. 

M. Frances Hildreth, St. John As- 
sociates, was elected secretary and 
Ed Weinberg, Century Letter Com- 
pany, treasurer. Harold O’Neill, 
Joseph Rosenbaum and A. W. Haas 
were elected to the board of direc- 
tors for two years. 


Devery Joins ‘Bulletin’ 


C. V. Devery, formerly publishers’ 
representative specializing in resort 
and travel advertising, has joined 
the Philadelphia Evening Bulletin. 
He will handle resort copy. 


Keys All Others, 
Nystrom Says 


New York, June 16.—Unless free 
enterprise lives on in the postwar 
world, all the other vital freedoms 
for which the world is now battling 
will inevitably die, Dr. Paul H. Ny- 
strom, president of the Sales Execu- 
tives Club and president of the Lim- 
ited Price Variety Stores Association 
told an overflow meeting of the sales 
executive organization last week. 

In a talk in which he emphasized 
the dangers that beset the free en- 
terprise system during and after the 
war, Dr. Nystrom emphasized that 
business must adopt a _ realistic, 
world-wide view, and above all, ex- 


hibit enterprise and initiative, if it is 
to overcome the pitfalls which face 
the economy. 

There must be small businesses in 
any system of free enterprise, he as- 
serted, and added that business men 
themselves must see to it that the 
door of opportunity is kept open for 
those who wish to organize small 
businesses of their own. 

Postwar planning, Dr. Nystrom 
declared, is gradually coming into 
its own, and eventually it may be 
recognized as being as important as 
winning the war. In essence, how- 
ever, postwar planning is the job of 
individuals, rather than of commit- 
tees, he warned. 


PPA to New Quarters 

Periodical Publishers Association 
has moved to new offices at 271 
Madison Ave., New York. 


E’S TYPICAL of the many thous- 
ands of working men throughout 
Prairie Farmer Land. Nowhere in 
America is there such a broad area of 


double prosperity. 


Today, with War Production their in- 
centive, men on these fertile farms are 
growing surplus cash faster than they 
have in years. Today, men on War 
Production jobs in factories through- 
out Prairie Farmer Land are bringing 
home pay envelopes the like of which 
they have not had before. 

First of all, both are investing for 
future security in U. S. War Bonds. 
Next, they are investing in added com- 


fort to bring happiness to 
lies. 


If yor have something to sell today or 
are wisely looking ahead to tomorrow, 
consider first this bright spot on the 
sales map: Prairie Farmer Land. 

To be “sitting pretty” where so much 
spending money grows, use the double 


sales power combination 


Farmer and WLS. 


their fami- 


of Prairie 


Wace the Combination- 
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NAM Will Discuss 
Postwar Planning 
at Regional Meets 


New York, June 18.—A _ nation- 
wide series of regional conferences 
for postwar planning was announced 
today by Wilfred Sykes, president 
of Inland Steel Company and chair- 
man of the postwar committee of 
the National Association of Manu- 
facturers. The first will be held in 
Cincinnati, June 21. 

“We regard these conferences as 
of utmost importance because the 
practical answers to hundreds of 
realistic problems formulated by our 
postwar committee can only be ex- 
pected to come from the individual 
enterprises and local committees,” 
Mr. Sykes said. 

The first conference in Cincinnati 
will be held at Hotel Gibson in co- 
operation with the Ohio Manufac- 
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| turers Association, the Industrial 
|Association of Cincinnati and the 
Employers Association of Ports- 
mouth. 

The following week a Michigan 
|postwar conference will be held in 
Detroit. In August there will be 
‘similar regional conferences of West 


|Coast industrialists in Seattle, Port- | 


land, San Francisco and Los Angeles. 
In September, conferences will be 


other Eastern cities. 


Stresses Significance 
| “The operations of the NAM post- 


war committee are most significant| mittee on 


| 
| 
| 


| 


tees to deal with the various fields 
of domestic and foreign postwar 
planning. 

The feature of each regional con- 
ference is a discussion panel, de- 
signed to bring out the present state 
of postwar planning by individual 
corporations and local communities. 

The keynote address will be made 
at the morning session of the South- 


‘held in Philadelphia, Pittsburgh and |€™ Ohio Postwar Conference, June 


21, by Mr. Sykes. Among other 
speakers are: William P. O’Neil, 
president, General Tire & Rubber 
Company, and chairman, NAM com- 
corporation peacetime 


and distinguished from the activi-|planning; Dr. Gustav Egloff, di- 


ties of almost 200 similar groups 
now engaged in postwar planning, 
|because of the fact that this is a 
| committee made up of the men who 


|}will actually have to make some} 


rector of research, Universal Oil 
Products Company, and president, 
American Institute of Chemists; Col. 
Willard Chevalier, publisher, Busi- 
ness Week, chairman of the postwar 


| postwar plan work—and work for| subcommittee on international rela- 


| 


Mr. Sykes explained. 

“The NAM, through its directors, 
already has petitioned the govern- 
ment to recognize that the top-notch 
business men who made the war- 
time mobilization of industry so ef- 
fective, should be the logical men to 
depend on in returning industry to 
successful peacetime operation.” 

The present NAM postwar com- 
mittee is a continuation of a long- 
range economical planning commit- 
tee the association established in 
1935. It is composed of 100 manu- 
‘facturers chosen to represeht a 
/eross-section of the nation’s indus- 
‘tries. It is subdivided into commit- 


the benefit of the American people,” | tions; and Noel Sargent, NAM secre- 


tary. 

The discussion will proceed by 
question and answer after a prepar- 
atory symposium by Dr. A. R. Olpin, 
director, Ohio State University Re- 
search Foundation, chairman, NAM 
research advisory group; Dr. Donald 
Ross Grant Cowan, manager, com- 
mercial research division, Republic 
Steel Corporation; Nathaniel R. 
Whitney, economist, Procter & Gam- 
ble Company; Charles E. Young, 
supervisor of economic research, 
Westinghouse Electric & Mfg. Com- 
pany; E. C. Brelsford, Weston Elec- 
tric Instrument Corporation, as well 
as by Dr. Egloff and Col. Chevalier. 


Unprecedented Hog | 
Raising Threatens 


Movie. Slidefilm | 
Makers Form New 
Trade Association 


Corn Refineries 


New York, June 16.—A drastic 
combination of the government’s 
corn-hog policies developed to step 
up livestock production by guaran- 
teeing high selling prices for hogs, 
as well as current weather condi- 
tions, has resulted in a sharp decline 
in corn shipments to the nation’s 
terminal markets which threatens 
the corn refining industry with hav- 
ing to shut down their dozen or 
more large plants in the Middle 
West within the next 30 days, the 
Corn Industry Research Foundation 
disclosed here yesterday. 

Executives of 11 companies which 
make up the corn refining industry 
have issued warnings of such a pos- 
sibility to several businesses using 
large amounts of industrial starches 
in their operations such as textile 
manufacturers, paper makers, 
aluminum and steel foundries, man- 
ufacturers of confectionery prod- 
ucts, commercial bakers, and mak- 
ers of various other food products 
in the manufacture of which corn 
derivatives play a vital role. 

During the last few days two 
small plants in the Middle West 
closed up, revealed Pendleton Dud- 


ley, executive secretary of the 
foundation, who depicted the indus- 
try’s situation as “appalling.” He 
| pointed out that normally the in- 
| dustry’s needs are from 10,000,000 
| to 11,000,000 bushels of corn a 
|month, but within the last three or 
| four weeks the refining companies 
have received not more than 1,500,- 
| 000 bushels and the decline in ship- 
|'ments which began about six weeks 
| ago has grown steadily worse. 


Situation Unprecedented 


“Nothing like this has ever hap- 
pened in the 50 years’ history of the 
|industry,” the foundation declared, 
|“and it is the unexpected result of 
|the corn-hog policies initiated by 


Chicago, June 15.—Definition 5, 
| film as a prime essential in wartime 
industrial communications aig 
|worker training is the goal soucht 
by motion picture and slidefilm pro- 
ducers through the consolidation of 
|21 producing companies in the in- 
|dustry’s first national trade organi- 
jzation. Representatives of those 
\firms met here June 10 to form ‘he 
new association. 

Widespread public education, re- 
search in training fields and cooper- 
jation on war and postwar projects 
\are immediate objectives. Pointing 
| out that vast differences which exist 
|between the making of pictures for 
entertainment as opposed to the 
many essential needs of war indus- 
try and government in fields of 
training, morale and education, 0. 
H. Coelln, Jr., recently-elected act- 
ing head of the producer’s group, 
declared that present lack of under- 
standing and the absence of factual 
data were the industry’s greatest 
problems. 
| Although consumption of raw film 


stock for essential industrial pur- 
poses totals less than 2% of that 
consumed by major Hollywood pro- 
ducers, its use is restricted by WPB 
decree. Consumption of film for all 
|types of entertainment pictures has 
|been placed on flat quota basis, al- 
jloting approximately 75% of 1941's 
lrecord totals for the entertainment 
industry. 
| With eight other producing com- 
| panies yet to take membership ac- 
tion, the new national body expects 
'to meet again early in July. A for- 
|mal name is to be chosen later. 
Plans of the new association pro- 
vide for a fall and winter campaign 
lof institutional advertising and di- 
|rect mail distribution of research 
|findings. These are to be directed 
|primarily to advertising, sales and 
|public relations executives, in addi- 
tion to special educational materials 
|for training and personnel men. 
Association headquarters are at 
|157 E. Erie St., Chicago. 


Wie benefit of promotional schemes, con- 
CIRCULATION tests or premiums, 27,415 more families are 
GAIN OVER LAST now buying The Free Press every day than a year 
YEAR ago. Of this increase, 80% was in the local trading 
Weekdays area. 
FREE PRESS 27,415 With Detroit's area population growing at the rate 
Ist Evening Paper 11,653 
2nd Evening Paper 21,38! of 40,000 families per year, the circulation gain made 
Sundays by The Free Press is equivalent to more than two 
FREE PRESS 31,733 thirds of the new comers. 
Ist Evening Paper 19,995 ‘ . 
2nd Evening Paper 27,312 Because Detroit and Michigan people show a con- 


I tinuing and increasing preference for The Free Press, 


Free Press Daily Gain 


Nearly Equals the Co 


bined Gain of the Two 
Detroit News- 


Other 
papers 


and because of the character of Detroit as a market. 
The Free Press is one of the best mediums in Amer- 
m- , ‘ ' : , . 

ica in which to advertise for immediate profit or for 


future growth and prestige. 


354.310 Weekdays 366,842 Sundays 


The Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., 


Nat'l Representatives 


|the Secretary of Agriculture some ———_______—_ 
‘time ago, current weather condi- | 
|tions being only a minor incident | Morton Features 


|in the situation. Since most of the | ‘Flavor Special’ 


|}industries using corn derivatives 
are heavily engaged in handling war| In cooperation with grocers, Mor- 
‘orders it is believed that the Wash-|ton Salt Company, Chicago, has 
|ington authorities must recognize | started a campaign to encourage the 
'the emergency that is developing, | use of more fresh vegetables with 
change certain of their policies and | displays featuring Morton’s salt and 
thus avert what may rapidly be- | 
come an industrial crisis.” 
Industry spokesmen have pointed | > 
out that as part of the program to| 
stimulate livestock production, high | 
selling prices were promised for | 
hogs, with price ceilings placed on | 
|corn. Because of these conditions | 
| farmers in the corn belt area have | 
| been placing their power behind | 
swine production since the market- 
ing of hogs is extremely profitable. | vegetables as a “Flavor Special” at 
As a result. the swine census is now | special combination sale prices. 
nearly double the figures of normal| A_ strong advertising schedule 
years, and there remains little or no | will back the campaign during June, 
corn on the open market for other| with full-color advertisements in 
corn users. | Good Housekeeping and Life, large- 
Swarms of truck drivers in the|space newspaper advertisements 1n 
Midwest are conducting a highly | major markets, outdoor posters and 
profitable illegal market in corn.|spot radio announcements.  Storé 
After purchasing the yellow grain | posters, price cards and other dls- 
_at higher than ceiling prices, they | play materials have been supplied 
/are selling it at a comfortable mar- | grocers. J. Walter Thompson Com- 
_gin of profit to farmers who need pany, Chicago, handles the accoun! 


it to feed their livestock, according _ 


to members of leading grain firms. | 

Baldwin Elevator Company, De- 
|catur, Ill, declared that “there 
probably never was such a storm of 
| truckers roaming over the Illinois 
highways staging a veritable corn 
‘blitz’ on country elevators as in 
recent weeks. Now they are con-| 
tacting the growers direct. With| 
truckers being the privileged char- 
acters as to prices they can pay for 
corn, it does not look as though 
there will be a normal corn move- 
ment through regular channels even 
after producers have caught up with 
their work.” 


Lackawanna Begins 
New Campaign 

The Lackawanna Railroad will 
launch a new series of advertise- 
ments this week through Federal 
Advertising Agency, New York. | 
Large space in newspapers of on- 
line cities will be used. 

Although the campaign ties in 
with present advertising schedules 
of the eastern railroads, Lacka- 
wanna will synchronize its insertion 
dates to avoid conflicting with other 
| railroad copy, and will develop its 
| own interpretation of the basic sub- 
jects advocated as copy themes. 


—the “economical” 


name for a quality 
thin paper, now 
serving Uncle Sam 


and war industries. 


—a 
. 
i MILLERS FALLS PAPER 
MILLERS FALLS. MASSACHUSE 
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Nutrition Groups 
featured in New 
Sunkist Campaign 


California Exchange 


Pares Newspaper List; 
Ad Budget Reduced 


(Picture on Page 51) 


Los Angeles, June 15.—Although 
its consumer advertising and dealer 
service have for many years sup- 
ported the sale of fresh produce 
other than oranges, the California 
Fruit Growers Exchange has started 
giving special emphasis to these 
foods in its new summer campaign. 

The exchange’s May - October 
schedule will feature the first three 
of the seven basic food groups in 
the National Nutrition Program, the 
fresh fruits and vegetables. Sunkist 
advertising will advise consumers 
of the necessity of including suffi- 
cient quantities of health-protecting 
fresh fruits and vegetables in the 
daily diet, and the value of oranges 
as the best source of vitamin C is 
especially emphasized. The cam- 
paign includes Sunday papers, mag- 
azines and the thrice-weekly CBS 
show, “Today at the Duncans.” 
Last year’s schedule of weekly and 
daily newspapers has been elimi- 
nated. 

The Valencia orange campaign 
has been curtailed, compared to 
recent years when surplus crops had 
to be moved to consumers. During 
recent surplus crop years the adver- 
tising assessment to growers per 
box has been 7 cents. For the cur- 
rent drive the assessment has been 
returned to the previous normai 
expenditure of 5 cents per box. 


Full-Color Pages Scheduled 


Seventeen full-color pages are to 
appear in leading national maga- 
zines, including Farm Journai and 
Farmer’s Wife, Good Housekeeping, 
Ladies’ Home Journal, McCall’s, 
Parents’ Magazine, The Saturday 
Evening Post and True Story. Nine 
full-color messages are scheduled 
during the same six-month period 
in The American Weekly, This 
Week Magazine and the First Three 
Markets Group. 

The remaining newspapers have 
been dropped, according to Russeli 
Z. Eller, advertising manager, be- 


cause supplies are inadequate to fill | 


the demand created by this medium. 


In addition to normal crops and | 
manpower shortages in the field, the | 


government is taking 20% of the 
crop for citrus concentrates and the 
canned product. In previous years, 
with surplus crops and adequate 
transportation facilities, it was pos- 
sible to keep all markets equally 
supplied to meet the demand cre- 
ated by daily and weekly news- 
paper advertising. Sunkist feels 
that the current campaign, which 
approximates the normal of a few 
years back, is adequate to maintain 
good consumer relations. At the 
same time it does not antagonize 
consumers by encouraging them to 
buy Sunkist oranges when local 
me — are unable to fill the de- 
mand, 


Trade Advertising Extensive 
In addition to the consumer cam- 


paign, an extensive schedule has 
deen launched in wholesale and 
‘il business papers. This pro- 
grom is designed to improve the 
lling methods of all fresh fruits 
vegetables, including oranges. 


re 


WANTED 


Woman Advertising 
Copy Writer 


opportunity to become an important, 
rmanent member of the staff of a 
putable national advertising agency. 
vironment congenial, pleasant. Direct 
ntact with executives and clients, with 
sedom to make field and trade studies 
aid in doing qood work. Salary com- 
ensurate with ability. 


st have a proven ability in creating and 
ting successful ad copy and promo- 
nal material. Also possess a back- 
ound of experience and a personality 
¢ appearance that make favorable im- 
ressions. Familiarity with the field of 
Smetics and a college education pre- 
‘rred but not vital. 


ease give full particulars of experience, 
Jucation, etc. If possible, send samples 
' copy and a photograph which will be 
turned. Moser & Cotins, Inc., 10 Hop- 
er St.. Utica, N. Y 


In surveying the orange market, 
the exchange divided consumers 
into four groups: (1) steady users 
of oranges with a per capita con- 
sumption estimated at 1,000 a year; 
(2) irregular users who consume 
300 to 500 a year; (3) occasional 
users who use less than 100; (4) 
non-users, who through lack of 
buying power have not previously 
used oranges. 


Group Influences Copy 


“The number four group is re- 
sponsible for the large increase in 
the consumption of oranges today,” 
Mr. Ellers said. “The buying power 
of this group has increased far 
more than has the buying power of 
any of the other three groups and 
consequently, Sunkist advertise- 
ments are designed to influence that 
potential market.” 

Foote, Cone & Belding, Los An- 
geles, handles the account. 


Best Foods Backs 
Nutrition Drive 
With New Booklet 


New York, June 15.—A graphic 
story telling manufacturers, retail- 
ers and merchandisers of food how 
they can best cooperate with the 
government in point-of-sale promo- 
tion of the national wartime nutri- 
tion program has been published by 
The Best Foods in the form of an 
eight-page booklet called “How to 
Help Your Government Promote 
Nutrition.” 

The brochure calls attention to 
the use which can be made of pen- 
nants, display cards, recipe folders, 
posters, window easels, talking 
signs, store-drives, product adver- 


tisements and handbills. The major 


points that the government wants 
people to know about nutrition are 
also listed. 

Copy explains “you can assist in 
promoting the national wartime 
nutrition program by using pre- 
scribed display material and by 
keying your own advertising and 
promotion to the theme of the 
nutrition program. You will see 
how dramatically this can be done 
with display materials.” 

Outlines Nutrition Program 

Addressing chain stores, volun- 
taries, cooperative groups and inde- 
pendents, the booklet outlines the 
use of national nutrition program 
designs for window posters, display 
cards, pennants and banners, in 
addition to devoting a regular sec- 
tion each week in newspaper or 
handbill advertising to nutrition 
group information and specials. 


The booklet was produced in 


cooperation with the War Advertis- 
ing Council, the OWI and the De- 
partment of Agriculture. 


‘Post’ Directory Ready 

The Chicago office of the St. Louis 
Post-Dispatch has issued its sum- 
mer, 1943, directory of advertising 
agencies and publication and radio 
representatives. 

Copies may be obtained from the 
Post-Dispatch office in Tribune 
Tower. 


Publicity Club Elects 


Uriel Davis has been elected 
president of the Publicity Club of 
New York. Other officers are: Bess 
Williams, first vice-president; Rut- 
gers Neilson, second vice-president; 
and Henrietta Amos, recording sec- 
retary. 


Here's a wide midwestern area inseparably 
linked with Chicago in the WGN “community.” 
The same factors which make WGN “Chicago's 


outstanding station’ 


among Chicago sta 


A Clear Channel Station 
ILLINOIS * 


720 KILOCYCLES 


CH 


50,000 WATTS 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17, N. Y. 


‘make WGN the first choice 


tions in this greater territory. 


‘ 


Because of its Chicago origin and viewpoint, 
WGN is first among Chicago stations. Because 
this viewpoint is also midwestern, preference 


for WGN as a station is apparent throughout 


the five states. 


ICAGO 


(3 


MUTUAL 


> 


4 


~~} 
’ 
’ : 
: 


BROADCASTING SYSTEM 


PAUL H. RAYMER CO., Los Angeles 14, Cal.; Son Francisco, Cal. 


@ When you buy WGN, you 
get not only Chicago, but 
the whole WGN community. 


@ It’s all under the same tent. 
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Regional Managers 
of White Motor 
Told 1943 Plans 


Cleveland, June 15.—The White 
Motor Company’s general advertis- 
ing campaign in national magazines, 
as well as specialized copy in other 
media, will be continued, it was 
indicated here last week at a re- 
gional managers’ meeting called to 
discuss wartime conditions and obli- 
gations, and postwar plans. In 
attendance were all 10 of the com- 
pany’s U. S. regional heads and 
L. M. Hart, president of the Cana- 
dian organization, White Motor 
Company Ltd. 

As a basis for the discussions, 
Robert F. Black, president, reviewed 
the company’s activities and _ its 
plans for the future. J. N. Bauman, 
vice-president in charge of sales, 
followed with a review of the prog- 
ress and developments of branch 
operations. 

It will be recalled that White, 
when new truck sales were frozen, 
converted its entire selling organi- 
zation to the parts and service end 
of the business, thus turning loose 
a mighty force to help truck and 
bus operators keep their vehicles 
running efficiently for the duration. 
This move also assured White that 
its selling organization would be 
intact and ready to carry on when 
the company’s trucks again compete 
in the general market—a worthwhile 
step in postwar planning. At pres- 
ent, of course, White is engaged vir- 
tually 100% in production of war 
vehicles including scout cars, half- 
tracs, tank destroyers, prime movers 
and cargo trucks. 


Record Makes Excellent Copy 


George H. Scragg, director of 
advertising and sales promotion, 
said that “acceptance of our prod- 


RARE OR ee E 5 
THE MAGAZINE 


MOST WANTED 
BY BUSINESS LEADERS... 


\\ 


Choose the 
Leader... 


* 


ucts and services will depend in 
large measure on how well we hold 
old customers and persuaded others 
in their thinking at this time. The 
old axiom that ‘there is no great 
loss without some small gain’ holds 
true today because, in the frozen 
market, the quality truck of long 
life stands out indelibly. In short, 
the existing vehicles are running 
about in a regular merry-go-round 
of competition—a showdown com- 
petition which will demonstrate the 
life and ability of the various units 
involved. 

“White has a lot to talk about on 
this score. We are fortunate that 
our vehicles have the stamina to 
put them well in the forefront of 
the parade, and that we can refer 
to their superior record. Such 
material makes advertising copy.” 

While taking the long-range view, 
Mr. Scragg pointed out that the 
company’s advertising was likewise 
designed to meet present wartime 
conditions and would support the 
branches and dealerships in their 
bid for the parts and service busi- 
ness. “Many truck owners,” he said, 
“will be influenced to ‘go White’ 
after the war because of the man- 
ner in which we have taken care 
of them during the troublesome 
period.” 


Extensive Schedule Used 


White’s general advertising in 
national magazines includes four- 
color advertisements in The Satur- 
day Evening Post on a 13-time 
basis; in Atlantic Monthly and For- 
tune on a monthly schedule; all of 
Time’s international papers On a 
full schedule; and Time, United 
States News and several other pub- 
lications on an alternate schedule. 

Trade paper advertising, he indi- 
cated, had been reduced a bit be- 
cause of the fact that the company 
had no product to sell other than 
parts and service. At the same 
time, the company has increased its 
use of truck association publica- 
tions. Likewise, advertising to deal- 
ers is being employed on a bigger 
scale than heretofore. Automotive 
News forms the hub of such adver- 
tising to increase the company’s 
dealerships. Direct mail and calen- 
dar advertising are also being con- 
tinued. In addition to truck adver- 
tising, the company is keeping up 
its bus advertising to keep the 
White name before the users in this 
field. A campaign has been under 
way for some time now to insure 
the fact that signs at all branches 
and dealerships carry the family 
resemblance. 

The White Motor Company has 
named committees to study condi- 
tions and to make recommendations 
for the postwar period, involving 
everything from product design to 
sales and distribution. 
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When You Buy Time— 
Buy An Audience 


WTAG 


Worcester top U. S. 


heard in this area. 
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Over 400 industries are on War Production 
1942 industrial payroll rose 53 % 


WTAG audience exceeds that of all other stations 


from the Anglo-Saxon\ 
a the Latin ie: a 


City — per family food expenditure, 1942 — Latta 


PAUL H. RAYMER CO. 
National Sales Representatives 
BERTHA BANNAN lLiftle Bldg. Boston 
New England Sales Representative 


tion Bureau. 

In the general group a gain of 
34.9% was recorded, followed by 
an increase of 30.6% in the women's 
group, 109.3% in the standard 
group, and 41.8% in the outdoor 
group. May weeklies recorded a 
gain of 37.1%. 

Total linage figures for all groups 
showed 2,873,341 lines against 
2,112,317 for the like month in 1942, 
a gain of 761,024 lines. 


Skinner-Kellogg Suit 
Goes to Court 


Suit of the Skinner Mfg. Com- 
pany, Omaha, to enjoin the Kellogg 
Sales Company from infringem: nt 
on the name “Raisin Bran,” a Sk »- 
ner product, has gone to trial in 
Omaha before Federal Judge Jon 
Delehant. A_ similar injunct 9 
brought by the Skinner Compa sy 
against General Food Sales Co- 
pany, and heard some time ag< 
pending. 
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TOOL & DIE JOURNAL 
2402 Fairmount Blvd + Cleveland, Ohio 


Pages Lines Pages Lines Pages Lines Pages Ling 
GENERAL Parents’ (N. Y. Metro. Ed.) 57.8 24,782 45.3 19 42 Ex 
*Ace Fiction Group........ 7.9 1,783 10.1 2,264\+tParents’ (National) ...... 54.6 23,425 41.6 17.84] 
Actual Detective .......... 4.4 2,969 4.6 3,150|*Personal Romances ...... 17.5 7,508 10.0 67 
American Magazine ...... 55.7 23,920 29.4 12,591 | Photoplay-Movie Mirror Fu 
*American Forests ........ 8.6 3,612 6.6 2,660 AERC) sevecsccesesisiecs 36.9 15,839 32.5 12,94) 
American Home .......... 37.4 23,643 34.7 21,898 |Promenade§ ........ssses0. 27.8 11,948 20.8 199 Ne 
American Legion ......... 27.2 11,661 9.6 4,122} Radio Mirror (Mac)....... 28.9 12,380 24.0 1 01 Fooc 
Asia and the Americas..... 3.7 1,172 2.9 1,281|}Romantic Story (F)....... 38.4 16,491 26.7 11,203 Hor 
Better Homes & Gardens... 49.2 31,071 34.4 21,720 |*Screen Guide ............ 19.2 13,026 18.8 12,817 expe 
St Coa eS a 16.3 11,055 11.8 7,987 |Sereenland Unit .......... 22.8 9,777 28.4 12179 time 
Sie EE eee 1.6 703 1.4 582|Sereen Romances (MM).... 37.5 16,087 26.8 11.539 a 
Christian Herald ......... 15.5 6,646 16.9 7,279 |t*Stardom ............... 19.2 18,026 ... % wor 
RP UIIEN 04 0, 0 b.% bt Sivie v 0 cd ss 4.4 3,013 1.8 1,212|True Confessions (F)...... 40.7 17,451 28.8 12,113 Ef 
Cosmopolitan ............. 57.4 24,637 45.1 19,333|True Experiences (Mac)... 32.9 14,128 26.2 1) 97¢ thre 
*Dell Detective Group..... 11.2 4,812 12.9 5,549| True Love & Romance . time 
*Dun’s Review ........... 11.3 4,824 9.1 See SUMED: Ceci os cides s 460 31.5 13,533 26.5 11,369 netv 
CE (REL Wane ds oaks buds’ a 11.6 4,966 2.7 1,158|True Romances (Mac)..... 32.9 14,148 27.4 11,735 crea 
Esquire (National) ........ 69.4 46,650 41.0 ST7,500 (wus BtOry ... ccc cece cecces 44.9 19,250 42.9 18.414 “Yo 
THESCONBION 6. ccccescsesece 10.3 7,117 8.8 I oats tee. Jada aha 72.4 45,766 652.5 33.299 
Fawcett Men's Group...... 8.9 3,832 8.8  3,685|Woman’s Day ............. 28.5 12,231 26.5 11 345 se 
a) eer 170.0 107,440 125.2 79,090| Woman's Home Companion 54.2 36,844 47.4 32,224 and 
Front Page Detective...... 11.0 4,732 12.9 5,520 RE stat. 
*Grade Teacher, The....... 8.7 3,849 9.3 4,113 TOT GEOGD 6isccccces 1,350.0 673,555 1,031.8 515,799 15-r 
*Guide Detective Unit..... 4.4 2,978 4.6 3,130 : Spe 
House Beautiful .......... 1 30500 906 Sh] allan Beery ........ a Ok) =— oes 
Re -G GROG sce cr esessn 36.2 22,894 35.6 22,477 . . r 7 ef “tobe j 
*Improvement Era ........ “s tee 8 fee ee ee ye Ae os ~ _— 
CEE abc clssieegns ese a) a, os. see eee eters 7 = , are ad 
Macfadden Detective Group 10.2 4,367 5.0 2,152 - Kr © tbe 
Mechanix Illustrated ...... 36.0 8,064 21.4 4,801 ama, verti kepus 60.9 (36,583 56.5 12,675 Mal 
*Moose Magazine ......... 8.7 3,718 9.3 4,00 an 
*Motor Boating eee Ss wieess 64.5 27,675 36.9 15/948 American Rifleman ....... 31.0 13,383) 21.3 9,121 A 
National Geographic ...... 34.6 8,225 20.6 4,909 i). a oe eee 42.6 18,294 26.4 11,340 cha 
*Nation’s Business ........ 65.0 27,328 40.2 .17,262|Fur-Fish-Game ........... 12.5 5,387 = 12.9 5,529 mal 
1*Nature Magazine ........ 5.4 2,271 6.0 2,519 Hunting & Fishing........ 11.5 4,934 12.9 52 x 
Open Road for Boys....... 1.3 3,117 7.7 3,303 eer 37.4 16,039 24.3 10,428 tim 
Popular Mechanics ........ 74.5 16,685 49.6 11,101|/°Outdoors ...........++++- 9.9 4236 69 2,950 p. 0 
*Popular Publications 12.1 2,710 11.7 3,610/*fOutdoorsman ........... so eeees 18.0 77 like 
Popular Science ........... 66.2 14,824 44.7 10,0190|/Sports Afield ............. 29.5 12,648 18.4 7,917 Fri 
ee et: Fe ee ee Reh eek GOD oc esiss 174.4 74,921 123.1 52,810 = 
Scientific American ....... 9.0 3,874 10.6 4,531 WEEKLIES—MAY pro 
 sdceebasheresees os 13.6 5,849 10.5 4,504|*American Weekly ........ 58.8 111,854 34.9 66,511 
*Street & Smith Fiction Mmeimess WO ..ccccccces 347.4 149,057 227.5 97,592 
DP <cchatevtatseateasds 9.4 2,100 8.1 1,820|*Christian Advocate ...... 13.0 5,469 15.9 6,689 
EE ak ee es alo oe 26.6 11,392 23.1 DEE EE face basecadsieverae 223.2 151,761 153.5 104,392 E 
*Thrilling Group ......... 17.5 3,930 15.4 eed ides sacksiadee ee 70.8 30,388 70.2 30,105 NB 
mown & COURCET..<i.cccce 46.2 31,024 24.9 16,766 i Famtliy Circle ...cccscsecs 75.7 32,462 83.6 35,864 tive 
OS ee ae ae 2 129 4.2 Ce. gg pd siwca vos be bunes 32.5 13,949 26.5 11,361 tor 
IWoodmen of the World... 2.9 1,245 1.6 DE acvensovesevartv'eenerde 15.1 13,245 12.3 13,992 9:3 
go eR re COG @O,700 46.2 SORSSTEAMOrtY «nc eke cccccsecees 68.4 29,343 59.1 25,355 tn 
qos SOEALO . ccc ccc cvccccccessnce 245.8 167,172 217.9 148,235 Ne 
Total Group .......... 1,806.4 625,822 968.5 468,404/LoOk .....c.ccecesceees .. 75.0 61,029 32.3 21,986 NE 
WOMEN GCPNOWSWEOK 2.05 cccccccses 266.8 112,070 130.1 55,790 7 
PAmmerionm Girl ...ccccssss 6.9 2,944 4.8 2,062|*New York Times......... 60.5 60,509 49.6 49,627 Cal 
2. ee Re ae Tae 31.0 13,299 16.3 6.976 iNew Yorker ......cecsee8: 212.3 91,095 182.3 78,208 We 
dn dnp ee edad eateees 27.9 12,006 20.2 REED .csheoveveesdeetedberse ve 7.9 5,355 2.0 1,360 EV 
Good Housekeeping ...... 85.8 36,820 64.9 27,823 ||Saturday Evening Post.... 272.4 185,264 223.7 152,089 tak 
Harper’s Bazaar .......... 65.4 43,940 37.2 24.9741 Thin Week ...cccccccscecs 62.2 52,845 44.3 37,689 wil 
re aro. 11.8 8,908 11.0 TS rrr rere ee $331.5 139,222 222.0 95,251 J 
8%tHollywood (F) .......... yeas ee 32.4 18.590]* 2*United States News..... 168.9 70,921 82.8 35,540 ui 
PE «cidwteucedtavns 16.6 11,304 14.3 9,696 eo & | 
Ladies’ Home Journal...... 88.7 60,304 71.1 48,372 Total GFOUD .cccccsves 2,608.2 1,473,010 1,870.5 1,067,636 
ENED 5000 oe en esk's 86.9 37,279 55.5 23,817 
MOCRINS cc cccceccccssecess 59.8 40,699 51.7 35,127] *Figures furnished by publisher. 
Modern Romances (MM)... 36.5 15,657 25.5 10,922 +Figures not included in total. ra 
Modern Screen (MM)...... 39.9 17,142 29.4 12,631 iJune-July issue. h 
Motion Picture (F)........ 44.3 19,028 33.7 14,164 21943 format 420 lines; 1942 format 429 lines. the 
. | ee aa reree 20.3 8,706 12.6 5,401 acombined with Motion Picture. CE 
™Movie Radio Guide....... 19.5 8,348 12.8 5,486 ‘Issue not received. tur 
*Movie Stars Parade...... 20.1 8,608 12.4 5,337] Five issues, 1943; four issues, 1942. the 
Movie Story (F).........++. 43.5 18,682 34.3 14,385 ‘Four issues, 1943; five issues, 1942. pr 
NN rE. oe ewes 20.3 8,692 12.6 5,387 | 71943 a monthly; 1942 a weekly magazine. tic 
—_— p 
Adds Saturday Edition Fry Named Ad Manager M . - 
The Chicago Times announced Harry E. Fry, manager, sales and ] une agazines 
last week that, effective with its|advertising departments, Spencer R - 36% 
June 19 edition, it will publish Sat-| Corset Company, New Haven, egister ° 
urdays hereafter. The Saturday/Conn., has resigned to become ad- a e Fe 
paper, like other weekday editions, | vertising manager of North Ameri- Linage Gain al 
will sell at 3 cents. The Times also|can Philips Company, Dobbs Ferry, “D 
publishes Sundays. New York. New York, June 16.—All groups 20 
in the general magazine classifica- <U 
tion registered substantial linage ~ 
gains for the month of June over eT 
the same month last year, the aver- a 
age being 36%, according to an th 
ADVERTISING AGE compilation based 
on figures by Publishers’ Informa- + 
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Five Soap Operas 
Expand to Include — 
Full CBS Network — 


New York, June 15. — General | 
Foods Corporation and American | 
Home Products Corporation have 
expanded sponsorship of their day- | 
time serials over the full CBS net- | 
work. 

Effective July 15, General Foods’ 
three Monday through Friday day- | 
time serials will include the full | 
network. “Joyce Jordan, M.D.” in- | 
creases from a 78-station hookup; 
“Young Dr. Malone” is stepped up 
from a 90-unit chain and “We Love 
and Learn” expands from a 92- 
station network. In addition the 
15-minute mid-day “Kate Smith 
Speaks” program heard five times 
weekly, through the same sponsor, 
goes full net from an 80-station set- 
up, effective July 15. Benton & 
Bowles is the agency for “Young Dr. 
Malone” while Young & Rubicam 
handles the other programs. 

American Home will take the full 
chain for its two soap operas, “Ro- 
mance of Helen Trent,” heard five | 
times weekly from 12:30 to 12:45) 
p.m,, EWT, and “Our Gal Sunday,” | 
likewise heard Mondays through | 
Fridays from 12:45 to 1 p. m., EWT, | 
effective July 6. Blackett-Sample- | 
Hummert is the agency for both | 
programs. 


Bristol-Myers Renews 


Bristol-Myers has renewed its two 
NBC programs for 52 weeks, effec- 
tive June 30. “Mr. District At-| 
torney,” broadcast Wednesdays at) 
9:30 p. m., EWT, over the full net- 
work, is handled by Pedlar & Ryan, 
New York, for Vitalis. 

The second show, featuring Eddie 
Cantor in “Time to Smile,” is heard | 
Wednesdays from 9 to 9:30 p. m., 
EWT. The Cantor program will 
take a 13-week summer hiatus and 
will be replaced by “A Date With 
Judy,” beginning June 30. Young 
& Rubicam is the agency. 


Renews Death Valley 
Pacific Coast Borax Company has 
renewed “Death Valley Days” for | 
the third consecutive year on the | 
CBS network, effective July 1. Fea- | 
turing stories of the old West, with | 
the “Old Ranger” as narrator, the | 
program is heard on 60 CBS sta- 
tions Thursdays from 8:30 to 8:55 | 
p. m., EWT, with rebroadcast at 
11:30 p. m., EWT. McCann-Erick- 
son, New York, handles the account. | 


Pharmaco Renews 


Pharmaco, Inc., manufacturer of 
Feen-a - Mint and Chooz, has re- 
newed sponsorship of its quiz-show | 
“Double or Nothing,” on more than | 
200 stations of the Mutual network. 
Effective June 25, the program is 
heard Fridays from 9:30 to 10 p. m., 
EWT. The renewal marks the 12th 
consecutive 13-week sponsorship of 
the program by Pharmaco, a run of 
three continuous years on the air. | 
William Esty & Co. is the agency. 


Kraft Renews Crosby 


Kraft Cheese Company has re- 
newed the Kraft Music Hall, star- 
ring Bing Crosby, for 52 weeks over 
NBC, effective July 22. The pro- 
gram has been heard continuously 
on NBC since August, 1933. Aired 
rhursdays from 8 to 8:30 p.m., CWT, | 
the program will be heard on 88 sta- 
tons, the same number’ which 
broadcast the program during the 
past year. 


Blue Net Adds Two 


Two Blue Network sponsors have 
scheduled additions to the networks 
{ Blue stations carrying their pro- 
grams. Effective June 20, Ironized 
Yeast Company will add 10 stations, 
naking a total of 76, to the net- 
ork for “Good Will Hour,” heard 
-undays from 10 to 11 p. m., EWT. 
‘uthrauff & Ryan, New York, is the 

ency. 


Effective Sept. 13, Sweets 


BUBTO: 
BROW N 


"No Burton Browne clieni 
has a competitor id 
better advertising” 

CHICAGO + DEL. 3800 


Com- 


Tracy,” 


heard Mondays, 


pany of America, sponsor of “Dick 
will add seven stations, 
making a total of 37. Program is 
Wednesdays and 
Fridays from 5:15 to 5:30 p. m., 
EWT. Duane Jones Company, New 
York, handles the account. 


Duffy-Mott on Mutual 


Duffy-Mott Company, New York, 
packer of Mott apple products and 
Sunsweet prune juice, will sponsor 
a new home economics program 
titled ““‘What’s Your Idea?” over the 
Mutual network, effective June 21. 

Designed to bring listeners and 
food dealers latest informative tips 
on rationing and wartime living on 
the home front, the program will be 
heard Mondays, Wednesdays and 
Fridays from 11:50 a. m. to 12 noon, 
EWT. Imogene Wolcott, home econ- 


omist and authoress, will conduct 
the program and will be assisted by 
newscaster John Stanley. A weekly 
contest for the best suggestions sent 
in by listeners on any phase of war- 
time living will highlight the pro- 
gram, which will originate from 
WNAC, Boston. Al Paul Lefton, 
New York, is the agency. 


Ballantine Renews 

P. Ballantine & Sons has renewed 
“Three-Ring Time” on CBS for 13 
weeks, effective June 28. The pro- 
gram features Ogden Nash, Ted 
Steele and Guy Lombardo’s orches- 
tra, heard Mondays at 10:30 p. m., 
EWT. J. Walter Thompson Com- 
pany is the agency. 


Conti Signs Replacement 


“Memo for Tomorrow,” a news | 


commentary series 


Charles Hodges, war _ editor of | 


Network, will assume a new sum- 


Transradio Press, is being spon-|mer format, effective July 4th. A 


sored by Conti Products Corpora- 
tion as a summer replacement for 
its “Treasure Hour of Song” pro- 
gram. Effective June 13 over the 
Mutual network, the program is 
heard Sundays from 10:45 to ll 
a. m., EWT. 


Camel Renews 


R. J. Reynolds Tobacco Company 
has renewed the Camel variety 
show, featuring Jimmy Durante, 
Garry Moore and Xavier Cugat and 
his orchestra, for 52 weeks over the 
full NBC network, effective July 8. 
William Esty & Co., New York, is 
the agency. 


Fitch Summer Format 
F. W. Fitch Company, sponsor of 


conducted by! “Fitch’s Bandwagon,” on the NBC 


|new crew of music makers, a new 


master of ceremonies and a famous 
guest song writer each week will be 
featured throughout the 13-week 
period. Program is heard Sundays 
at 7:30 p.m., EWT. L. W. Ramsey 
Company, Davenport, Iowa, handles 
the account. 


Renews 2 NBC Shows 


General Foods Corporation has 
renewed “The Aldrich Family” on 
the full NBC network, effective July 
1, for 52 weeks, through Young & 
Rubicam. G. F. also has renewed 
“Maxwell House Coffee Time,” on 
the NBC net, effective July 8, for 
52 weeks, through Benton & Bowles. 
Both programs will take a summer 
vacation. 


Kwowanns 


iY 


s that portion of lowa, Nebraska, So. 


Dakota, Kansas, Minnesota and Mis- 2. 
souri—333 counties in all—served by 
WOW. WOWLAND has a population 
of nearly 5 million, and contains 
1,144,229 Radio Families. For com- Zz 
plete Market Data on WOWLAND, 
including the first ‘‘standard”’ cov- 


erage mail map ever issued, write to 


Radio Station WOW, Inc.,’ Omaha, or 
the nearest office of John Blair & Co. 


WRIT 


etees tee 


FIRST 


Stendard Mail Mop 
Ever Issued 


c FOR THIS BOOKLET 


| 4. 


JOHN J. 
JOHN BLAIR & CO., 


Formula for WOW'S SUCCESS: 


590 Kil 0C YCLES: Because of this excellent fre- 


quency, and 5,000 watts power, WOW’S }4 mil- 
livolt contour is established approximately 200 
miles from Omaha in every direction. 


NBC AFFILIA I ION: Sole Source of NBC programs 


for tens of thousands of listeners for FOURTEEN 


YEARS. 


LOCAL IDENTITY: Always first in News, Special 


Events, local programs and leadership in civic 
affairs. WOW has never been merely a network 


relay station. 


GOOD MANA GEMENT: John J. Gillin, Jr., who 


started at the bottom with WOW fourteen years 
ago, is now President and General Manager. 


GILLIN, JR., PRESIDENT 


REPRESENTATIVE 
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Drop Export 
License Rules for 
U. §. Publications 


Washington, D. C., June 15.— 
Partly in recognition of the superb 
job done by publishers in cooper- 
ating with the voluntary censorship 
code, partly to ease needless irrita- 
tion, the Office of Censorship this 
week considerably relaxed its re- 
quirements governing the export of 
publications. 

As reported in the Private Lines 
section of ADVERTISING AGE some 


by the censorship code would | consisting of a front and back cover, | The censorship office estimates 
accompany the data submitted to| and many advertisers who thought) that some 1,300 publications are 


the district postal censor. 

| It should be emphasized that the 
| postal censor reads the material 
|only to discover if it touches upon 
code material. If it does, and if 
authorization is lacking, then he 
will turn it over to the capital cen- 
|sorship authorities. 


Advantages Expected 


The chief advantages expected to 
accrue from the new arrangement 
are the reduction of red tape (BEW 
had a ponderous and cumbersome 
machinery set up to deal with a 
comparatively simple problem); 
regular application of rules (it was 


ous ports was lacking in uniform- 
| ity); the end of excision of material 


found that BEW censorship at vari- | 


time ago, the Board of Economic | (some publications have complained 
Warfare will no longer be concerned | tat their copies arrived abroad 
with the review of publications | 


\they were buying foreign circula-| affected by export rules, not count- 
| tion have griped when they discov-|ing the many local newspapers 
|ered that their advertisements were | which go to troops. The Office of 
| removed); and the end of separation | Censorship emphasizes that it ex- 
‘of markets (BEW made distinctions | pects to treat all publications alike 
between countries, permitting, for|from now on, and that universal 
instance, material to go to Brazil) rules will apply. 
which was forbidden to go to| Another category of publication 
Argentina. From now on, any ma-| which is still watched closely by 
terial which may go out of the | censorship is the sales list or trade 
country may go anywhere). directory published by many busi- 
One problem will continue to} ness paper publishers. In fields like 
plague publishers of export pub- aircraft manufacture, the reason for 
lications. Despite the fact that) this is apparent. Rules of publica- 
excision is no longer to be consid- tion of this type conform to the 
ered on this end of the shipment, | outline sketched previously. One 
there is no indication that foreign | more note is emphasized by censors; 
countries will cease the practice.| watch the publication of black- 
‘In many a foreign country, copies | listed companies. These companies, 
|of American magazines are consid- | most of them foreign, are companies 
| erably slimmer due to censors’| which have been identified as 
| pruning of their contents. enemy “fronts.” 


June 21, 1943 


| Denver Club Elects 


Joe E. Tracey has been electyd 
president of the Advertising Club of 
Denver. He is with the Office of 
Price Administration, and was f,; 
merly manager of the local office of 
McCann - Erickson. Other officers 
are: first vice-president, J. S. Rus 
sell, The Monitors; second vice- 
president, John T. Lynch, dean. 
University College, University of 
Denver; secretary, W. Bruce Mc- 
Leran, Denver National Bank; and 
treasurer, E. M. McKim, Wester» 
Farm Life. 


Names Peck Advertising 


Specialty Products Company, 
Jersey City, has appointed Peck 
Advertising Agency, New York, to 
direct its advertising. Media have 
not been selected. 


going abroad. The licenses pre- | 
viously necessary will no longer be | 
required. 

Under the new setup, a publisher 
sends galley proofs, early rough 
copy or printed copy of his maga- 
zine to the district postal censor 
nearest him. Along with the copy 
should go a covering letter, which | 
lists appropriate authority for all | 
articles, advertisements and pictures 
containing material covered by the 
Code of Wartime Practices for the | 
American Press. 


Held for Examination 


Copies of the publication may | 
then be placed in the mails for | 
export. The publisher receives no! 
export license, and none is neces- | 
sary. Copies, however, which are | 
not subjected to this procedure will | 
be held while examination takes | 
place. 

In the case of minor infringe- | 
ments of the code, the magazines | 
will be allowed to pass, but the | 
publisher and editor will be advised | 
as to the violation. In the case of | 
a Major violation, export copies will | 
be held at the border. 

The most annoying practice of | 
previous censorship under the! 
Board of Economic Warfare was | 
that of ripping out offending articles | 
or advertisements. No excision will 
be practiced under the new regime; | 
copies which violate the code will | 
be held in toto, otherwise, they will | 
be passed in toto. 

Still available to publishers are. 
the services of the Press and Pic- | 
torial Section, Postal Division, Office | 
of Censorship, Washington, D. C. | 
If clearance for copy is desired in | 
advance, beyond the customary | 
practices of clearing copy with the 
Army and Navy review offices, this 
section will be available. 


Advertising Must Conform 


Publishers, besides the responsi- 
bility of their editorial material, 
both copy and illustrations, are also 
responsible for the compliance of 
their advertising with the code. In 
this connection, many advertising 
agencies have taken the initiative, 
and are informing the media in 
which the advertisements run that 
the copy has been cleared with 
appropriate military sources or With 
the censorship office. 

Also affected by the removal of 
the BEW from the censorship pic- 
ture are the many catalogs and 
other pieces of sales literature de- 
signed for export. In general, the 
process is to be the same as that 
for the technical publications. Early 
proofs or finished work may be sub- 
mitted to the nearest postal censor: 
if the censor senses a violation of 
the code, he will refer the material 
to Washington. Washington will 
either permit its dissemination or 
stop it at the border. Again, 
authorization for material covered 


DR, i 
YOKEL [7 


“4 fine doctor! He's so busy lis- 
tening to WFDF Flint Michigan, 
he won't take time to paint my 
throat!” 
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e’ve been talking about the amazing growth of the Los Angeles market 
... now look how The Times is keeping pace. The largest morning circulation 
on the Pacific Coast . .. and still the fastest gaining paper in the market. 


And that’s only part of the story. Times circulation has quality, too. For 
it’s still the largest home-delivered circulation on the Coast—morning, evening, 
or Sunday! 


That’s what makes The Times so good—so much better than ever — for 
advertisers who want to keep their sales growing with this market. 
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Who are these new Times readers? They’re the men and women who’ve come here 
to play a part in our growing industries— workers, craftsmen, secretaries, executives 
and their families. Here to build the weapons of war and the products of peace. For, 
since it produces aircraft, ships, basic materials, and other products needed in the post- 
war world, Los Angeles industry is here to stay! 
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ADVERTISING AGE 


39 


‘Admen in the 
Armed Forces 


two years in the presentation di- 
yision of the CBS promotion depart- 
ment has joined the Army, assigned 
to the statistical control and man- 
agement section of the air forces. 


ice division of CBS station relations 
department, joins the Army June 
91. Prior to his affiliation with CBS 
in New York, Mr. Cowden was pro- 
motion manager of Station KSFO, 
San Francisco. 

Robert S. Batten, former adver- 
tising manager of Sibley, Lindsay & 
Curr Company, Rochester, N. Y., 
and later chief of the tire rationing 
division of OPA, has been commis- 


sioned a lieutenant in the naval re- 


serve. 


| 


| 


Lansing Moore, formerly with| . 
Holden, Stedman & Moore, Detroit Merchandiser 


agency, has completed basic train- | 


jing at St. Petersburg and is now Drug Competition 


William Anderson, for the past with the 23rd school squadron at 


Fort Logan, Colo. 


certificates signed by W. J. Murray 
Jr., president, and other company 
executives. 

“Based on the philosophy that it 
lis easier to stay well than to get 
well,” said Mr. Bander, “it is my 
firm belief that we will all be able 
New York, June 16.—To help the | to do a better selling job when the 


McKesson Opens 


Lyle B. Reigler, account executive | druggist stay in business after the war is over and victory is ours, if 


_of Moser & Cotins, Inc., Utica, N. Y.,| war by preparing now for “tremen-| we can stay in training, than if we 


now in the Army air forces, located | dous developments and big business | get soft.” 
at present in Washington, D. C., has| opportunities with the resumption 
And Jack Cowden, of the sales serv-| been promoted from second to first| of peace,” I. H. Bander, vice-presi- 


lieutenant. 


H. S. Gardner Jr., of Gardner | sales for McKesson & Robbins, is 


Advertising Company, 


dent in charge of drug and sundry Use Anniversary Series 
Libby, McNeill & Libby of Canada 


St. Louis,| currently directing a “Master Mer- | Ltd., Toronto, is currently releasing 


has been commissioned Lt. (jg) in| chandiser Competition” among the|a new series of advertisements 


the U. S. naval reserve and is sta-| organization’s 600 merchandisers. 
tioned at Ft. Schuyler, N. Y. 


Names Durstine Agency 


Parade Publication, 


\through its agency, McConnell & 

The first leg of the contest ends | Eastman, Ltd., Toronto, in celebra- 
| June 30. In July approximately | tion of its 75th anniversary. Daily, 
/100 merchandisers who have con-| weekly and grocery trade papers 


New York, | tributed most to aiding the druggist will carry the copy, illustrations of 


has appointed Roy S. Durstine, Inc., in his postwar planning will be which depict incidents in Canada’s 


New York, to handle its advertising. ' awarded 


“Master Merchandiser”, 1istorical background. 


AINS AND LOSSES OVER 1942 


Daily 


MES 


rald-Express . 2... 
aminer . 


ilyNews ... 


Sunday 
NDAY TIMES... . 


Nday Examiner . . . 


Gain 10,356 
Gain 10,070 


Gain 450 
Loss 10,557 


Gain 45,316 
Gain 15,369 


fe a: 


British Group 
Asks Limits on 
Type, Pictures 


London, May 25.— Over - large 
type and heavy backgrounds are 
frowned upon in the first recom- 
mendations to advertisers and agen- 
cies by a joint advertisement com- 
mittee set up by the Newspaper 
Proprietors’ Association, represent- 
ing the large British dailies, and the 
Newspaper Society, representing 
provincial and local papers. 

With space now at a premium, 
and with newsprint and inks of 
poorer quality, the committee was 
established to help advertisers make 
the most effective use of their share 
of publication space. 

The committee’s suggestions, set 
forth in a four-page broadside with 
suitable illustrations, include maxi- 
mums for size and strength of let- 
ters. Two-column headings should 
be no heavier than 42-point Heavy 
Gothic capitals, with 24-point type 


until the tartar 
behind them was removed with 


SOLIDOX 


TOOTHPASTE 
price O/= per ruse 


(Price inclu tes purchese tox) 


SOL 74-059 JOMN EDGHT LTD, LONDON, 8.16 


for single columns; and anything 
heavier should be scored or given 
pronounced highlight. Heavy back- 
grounds are discouraged, and some 
publications have already made 
their own restrictions on this score. 
Halftone screens, usually 80 before 
the war, should be coarsened to 55 
;and 50 screen, the committee recom- 
| mends. 

| <A type of treatment which makes 
the most of present-day materials 
and space, according to the joint 
advertising committee, is that ac- 
corded Solidox toothpaste. 


Ahrens, F. W. Dodge to 
Issue Cooperative Study 


In their August issues, Architec- 
tural Record, Restaurant Manage- 
—- and Hotel Management will 
|pool their resources to present a 
joint editorial study called “The 
Restaurant of Tomorrow.” 

The 16-page section will present, 
|in plans, photographs, sketches and 
| text, the results of an 18-month 
| study of postwar plans of the res- 
|taurant industry and the builders 
, and architects working with it. 
| Case histories of present day adap- 
|tations of these plans will be in- 
cluded. 


Returns to WCKY Post 

| Al Bland, featured on the morn- 
ing variety show on Station WMAL, 
Washington, D. C., since March, has 
returned to WCKY, Cincinnati, as 
director of public relations. Mr. 
Bland resumes a four-year relation- 
ship with the station, having served 
in various executive capacities since 
1939. 
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ADVERTISING AGE 


B rd 21, 1943 


Central New York 
Industrials Elect Officers 


Albert G. Moore, advertising 
manager, General Raiiway Signal | 
Company, Rochester, has been | 
elected president of the Central 
New York Industrial Advertisers | 
Association. 

Other officers are: 
Samuel Mellor, advertising depart- 


Some Postwar Thought 
in Washington | 
ment, Crouse-Hinds Company,| After talking with various heads | 
Syracuse; and secretary-treasurer,| of WPB branches one is somewhat 
Herbert Hanson, advertising man- timid about even mentioning the | 
ager, Pfaudler Company, Rochester. subject of postwar planning. These | 
Active directors are: Edward Hurl- men in Washington, most of whom | 


bert, advertising manager, Ritter 
ety ; y . are practical business men, and who 
Dental Company, Rochester, and| are closer to the actual war situa- 


C. H. Mallory, advertising manager, | 

29 — “‘»|tion than the postwar planning 
Shuron Optical Company, Geneva. leaders, look upon our current pro- | 
Associate director is Elmer Ayer,|quction with some alarm rather | 


Ayer & Streb, Rochester. than with diminishing interest. The | 


, r desired production for the first and | 
Chenault Joins F&S4hR | second quarters of the year has not | 


| been met and to finish the year on| 

Richard S. Chenault, formerly art| schedule, production for the second 

} arog in the New York office o half of the year must be 50% ahead 
ger Be vB af Fae bg Fe | of that of the first six months. Peak 
Ross, New York. | production will not be reached until 


‘the end of the year. 
HOT TIP! 


vice-president, 


With this picture so vivid in their 
minds, WPB heads have no interest 
at this time in discussing postwar 


If it's male, mail order business you ahilitiec , ’ 

want, rush your ad in for Popular probabilities. They haven't enough 
sepenes’s next Classified Section! It’s minutes in the day and night to 
a business-getter! And only 35c a word, : P ; ; ~ 
$3.50 for minimum ad of 10 words. A | oink about the immediate problems 
real buy for real mail order results!{§|}Of production and they are ystill 


Classified Folder A-9 tells the whole rorki acic « 
story. Write for it teaay! working on the basis of a longer 


war than most people want to think 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


|have some opportunity to know a 


POPULAR SCIENCE © 385, Furth Ave. 


about. At least these men who 


| ing in terms of days and hours and 
| feel that the savings in lives which | 
|}may be affected by no diversion of 
interest and effort to bring the war 
|to the earliest conclusion is worth 
|much more than any postwar plan- 
| ning at this time. 
| The thing that seems to create 
most confusion at the moment is the 
so-called “cut-back” or cancellation 
of certain war contracts. Even many 
intelligent business men and edi- 
|torial writers interpret these acts 
as the signal for preparation and 
reconversion to civilian goods pro- 
| duction and the transfer of atten- 
‘tion to postwar plans while permit- 
ting the war effort to coast itself 
Interesting is the fact that the | ting Such interpretations are not 
need for continued and increasing | on}y misleading but dangerous, in 
effort to ward all-out war produc-|;),° opinion of WPB officials. For 
tion, and less diversion to postwar | gach cut-back, they say, there are 
planning, also is emphasized by ‘about two new projects launched, 


ae —_ er, — Reged and the materials released by these 
over-Mast Corporation, publisher o |cut-backs will not find their way 


= _ a a an ae into civilian goods but rather to the 
tions in England. The time has not |"°W W@" €auipment requirements. 
come, he says, when even the slight- Essentials, Not Comforts 

The types of essential civilian 


est attention of our production engi- 
neers and designers can be diverted goods for which additional materials 
have and are being released include 


to planning for after the war. 
Admittedly, the boys and girls| such items as farm equipment, loco- 
|motives, railroad cars and equip- 


now in service and on the battle 
fronts will want to be taken care of ment, instead of those things which 
most people feel are essential to 


with jobs after the war is over, but 

it is doubted whether they would | their comfort and enjoyment. Manu- 
approve any division of interest and | ¢acturers who are still having dif- 
effort on the home front from short- ‘ficulty in obtaining sufficient ma- 
ening the war even by a day or an | terials with which to meet their pri- 
|ority orders as promptly as they | 


|little about what the situation is, | 
feel they have too many immediate | 
problems and that conditions after 
|the war are too uncertain at this | 
time to base plans on anything but | 
mere conjecture. 


Emphasizes Increasing Need 


hour. The men in WPB are think. | 


| should like, can no doubt confirm | 


CAN BE TOPS 


EO, 4) ye 


Avi ae Notes, 


o ‘ :) a . ih we at 1 5 3 4 * * * +  s a ». 
: * s ays aw fen ow ; ae ee 


. BUT IT’S 
WHAT YOU DRAW THAT WINS 


' this. 
| Despite recent encouraging mili- 
| tary victories, the war is still ahead 
|for this country, and those who are 
|entrusted with the job of seeing that 
| the necessary equipment and sup- 
| Plies are where they 


| tities, 
gs |for postwar planning, yet. 


‘Coast Division, ANPA 
Bureau, Elects Officers 


SS | P. L. Jackson, publisher of the 
|Oregon Journal, Portland, was 
elected president of the Pacific 


nual meeting held in San Francisco 
June 8. 
Other officers are: 


quirer, first vice-president; 
G. Bradley, president, San 
Union and _ Tribune-Sun, 


Diego 


lisher, San Rafael Independent, re- 
tiring president of the division, sec- 


|dent, San Francisco News, reelected 
treasurer. Norman Chandler, presi- 
i\dent and general manager of the 


advisory board,’and H. C. Bernsten 
| division. 
Westinghouse Issues 


‘Home Canning Guide 
Westinghouse Electric & Mfg. 


lished a 48 page Home Canning 
| Guide, edited by Julia Kiene, direc- 
'tor of the company’s 


| sary 
|canned foods, 
'and a merchandising plan, includ- 


vertisements, 
|and various distribution plans. 


Sitroux Opens Drive 
for Sanitary Napkin 


Sitroux, Inc., New York, 
week will initiate a large space 
drive to introduce its new Lotus 


De-Luxe Sanitary Napkin with copy 
based on results of “actual wear 
| tests,” appearing in three Detroit 
newspapers. 


Pan! 


kin. Franklin Bruck Advertising 
ern . ot . —598,000 Circulation Corporation, New York, handles the 
tw ace *° Advertising in KANSAS account. 
need T'S non UNIT SPACE fasnes, missour: ea 
You ighly Ne- RURALIST, and CAPPER’S WEEKLY to earn the Unit Issues New Booklets 
reac et in jow?: Mis- Rate of $2.60 a line must be placed as a unit order Champion Paper and Fibre Com- 
* and run in one calendar month. Separate key num- pany, Hamilton, O., publisher of 
bers for each publication may be used. “Stet,” a house magazine for house 
magazine editors, has issued two 
CAP Pp 7 R new 16-page booklets. One titled 
“So You Want to Start a House 
Magazine,” gives factual informa- 
Pp U B L | CAT i '@) N Ss, | N . tion for management, and the other, 
“Tips for Your Wartime House 
Topeka, Kansas Magazine,” contains many helpful, 
timely suggestions for editors. 


Copies may be secured by 
to the company. 


writing 


— 


| Tillamook Tells 


Vacationists It 


should be | 
| when needed, and in sufficient quan- | 
are not taking any time out 


Coast division of the Bureau of Ad- | 
vertising, ANPA, at its fourth an-| 


Ingraham) 
Read, publisher, Oakland Post-En- | 
Lester | 


second | 
vice-president; Roy A. Brown, pub-_| 


retary; and J. L. Cauthorn, presi- | 


Los Angeles Times, again heads the | 


continues general manager of the| 


Company, Mansfield, O., has pub- | 


Home Eco-| 
nomics Institute. The pocket text-_ 
| book, besides offering steps neces- | 
in the preservation of home | 
offers Westinghouse | 
retailers a timely good-will builder | 


ing suggestions for newspaper ad- | 
radio announcements | 


this | 


oa 60 | A nationwide jury of women! 
All Three ; was asked to compare Lotus with 
for aline their present brand of sanitary nap- 


‘Has Gone to War’ 


Portland, Ore., June 16.—Me, 
chants and resort owners in 
seaside community of Tillam: 
have dug deep into their collectiy 
pockets this summer to tell pros- 
pective visitors that accommoda- 
tions are scarce and that “Tilja- 
mook County has gone to war. 

While painting a complete picture 
of the country’s conversion to the 
war effort, by means of a series of 
advertisements now running in the 
Oregon Journal, the cooperative 
copy invites visitors to come tp 
beach resorts which still have room, 
but to make reservations well jn 
advance. 

Largely through the efforts of the 
Tillamook County Junior Chamber 
of Commerce, the advertising fund 
was raised among 116 companies 
and individuals, and two labor 
unions. Signatures are carried at 
the bottom of the page copy. 


Forms Bowes Agency 

Charles A. Bowes has resigned as 
manager of the Gerth-Pacific Ad- 
vertising Agency, Los Angeles, to 
form his own agency. Offices of the 
new firm, known as Charles A, 
Bowes, Advertising, are at 219 W. 
Seventh St., Los Angeles. 


OCCUPATIONAL 
HAZARD? 


N° we're not talking 
about the sociable 


highball or cocktail. We're 
talking about the enormous 
number of man hours lost 
by infections spread 
among workers using the 
old fashioned drinking 
glass or cup. Management 
is now responsible by law 
for workers’ health. This 
has created an entre new 
market for products and 
services never before used 
While you 


don’t 


industrially. 
probably make 
drinking fountains or 
paper cups and you may 
have all the business you 
can handle today, laying 
the groundwork for future 


sales in this new field is a 


sound investment. It will 
be distinctly worth your 
while to let us tell you 


more about it. 


Se Se a > an 


OCCUPATIONAL 


HAZARDS — 


Only Magazine in the 
 telbestries Welfare Field 
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ADVERTISING AGE 


Brochure Stresses 
Good Will Copy 
in Latin America 


New York, June 16.—While at the 
present time most manufacturers 
cannot ship to Latin America, they 
are nevertheless maintaining heavy 
advertising programs to_ protect 
markets built up there and to fur- 
ther foster good will, according to 
q brochure recently prepared by the 
Association of International Pub- 
lishers Representatives showing 
“Examples of Institutional Adver- 
tising of United States Firms Ap- 
pearing in the Latin - American 
Press.” 

The brochure, which has been 
designed to illustrate the outstand- 
ing war job that American industry 
is doing in the other American 
republics, covers some typical ex- 
amples of the advertising being 
conducted by leaders in the indus- 
trial field. Keynote of the booklet 
is that “institutional advertising run 
now is good for your business . 
for the prestige of the U. S. A. 

. and for the morale of Latin 
America.” 

Copy emphasizes that manufac- 
turers, who have spent millions of 
dollars building up dealer relation- 
ships and good will, are continuing 
their advertising to hold their ground 
in the Latin-American market, par- 
ticularly since experience has shown 
that it is cheaper to hold a market 
than to try to regain one. 


Treasury Approval Cited 


Mention is made that the U. S. 
Treasury Department, recognizing 
the importance of future foreign 
trade, has ruled and announced 
publicly that an advertising expen- 
diture in the foreign press at this 
time is a legitimate business ex- 
pense and therefore deductible for 
income tax purposes, although the 
manufacturer has nothing to sell 
but desires to hold his franchise or 
to build a postwar market. 

British firms which are vitally 
dependent upon export trade in 
peacetime, are continuing their ad- 
vertising in Latin-American mar- 
kets although Great Britain has 
been at war four years, asserts the 
booklet. English companies know 
the value of keeping their names 
alive and today many manufactur- 
ers in the United States are likewise 
laying the groundwork for the con- 
tinued acceptance of their names 
and services when the war is over. 

Comments of the Latin-American 
press have also been included in 
the booklet. One from El Imparcial, 
Guatemala City, declares, “Institu- 
tional advertisements—the name 
given to this type of advertising in 
wartime—are not, in any _ sense, 
idvertisements that intend to influ- 
ence the newspapers, or, as many 
uninformed people believe, a means 


if getting any special privileges— | 
The North Ameri- | 


ibsolutely not. 
cans are very practical and under- 
standing, and they want to aid the 
victory of their armed forces and 


ft their ideals by every means 
possible.” 
The booklet includes advertise- 


lents placed in Latin-American 
newspapers by Consolidated Air- 
‘raft, Electric Storage Battery Com- 
pany, West India Oil Company, 
Ford Motor Company, H. J. Heinz 
Company, International Harvester 
Export Company, Marlin Firearms 
Company, Radio Corporation of 
\merica, Republic Steel Corpora- 
E. R. Squibb & Sons and United 
States Rubber Export Company. 


Duff Named Copy Chief 


Pauline Duff, formerly advertis- 
manager of I. Miller & Sons, 
York, has been appointed copy 
f of Menken Advertising, New 


Ne 


LOWEST COST 
IN THE BUSINESS FIELD 


($4.63 per page per thousand) 


—— 


WA Hows 


USE 


Choose the 


Leader... 
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Herrick Named Ad Head | 


Paul L. Herrick has been ap- 
pointed director of sales and adver- 
| tising for the C. D. Kenny Division 
of the Sprague Warner-Kenny Cor- 
poration, Baltimore. The division | 
operates 30 wholesale grocer y | 
houses east of the Mississippi. Prior 
to joining Kenny Company, Mr. | 
Herrick was director of purchases 
with the Independent Grocers Al-| 
liance of Chicago for 12 years. 


Needham in New Post 


Stephen F. Needham, formerly 
with the New York office of the St. 
Louis Globe-Democrat and Scripps- 
Howard Newspapers, has joined the | 
New York staff of Noee, Rothen- | 
burg & Jann, newspaper repre- 
sentative. 


| bond program. 


‘| Business Paper 


Editors Praised 


tor Bond Efforts 


| Washington, D. C., June 15.—The | 


| wartime efforts of the business press 
in the war savings campaign were 


year, 
ness 


now, an average of 550 busi- 
papers have carried each 


|}month, at their own expense, Treas- 


roll savings program. There is no 
doubt but what this notable wartime 


|service to America has been a vital 
factor in the success of our payroll! 


praised here last weekend by Secre- | 


tary of the Treasury Henry E. Mor- 
| genthau. 

| In a telegram to Paul Wooton, 
| president of the National Conference 
lof Business Paper Editors, Mr. Mor- 
|genthau declared: 


savings operation. 
Continued Support Welcome 


“The function of management- 


'labor committees has been strength- 


| “TI would like to express, through | 


/you, the appreciation of the Treas- 


ury Department for the wonderful | 


| Support which the business papers 


For 


more than a! 


ened through your effort and many 
valuable purposes have been served; 
we can together battle the inflation- 
ary tendencies which result from the 
widening breach between acceler- 
ated earning capacity and _ insuffi- 
cient consumer goods; we can build 
reservoirs of postwar purchasing 
power; we can develop increased 
cooperation between employer and 


41 
employe; and together we can meet 
successfully the needs of war 


| financing. 
ury advertising devoted to the pay-| 


“Your past cooperation has been 


|magnificent and is sincerely appre- 


ciated, and now the goals of war 
finance are ever increasing, your 
continued support is indeed wel- 
come.” 


Directs Postwar Plans 


Paul H. Puffer, formerly general 
sales manager of the Norge division 
of Borg-Warner Corporation, De- 
troit, has been appointed to direct 
postwar planning for Norge appli- 
ances. Group meetings of company 
executives will be held at regular 
intervals to discuss postwar plans 
for improvements of products, as 
well as aggressive development of 
domestic and foreign markets. 


Yes indeed, | know 


ROCKFORD 
a busy, prosperous 


city of over 


It’s the market place 
of Northern Illinois 
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ADVERTISING AGE June 21, 1943 
~ : = - — 
Coca-Cola Takes May-June Farm JUNE ADVERTISING LINAGE IN FARM PAPERS 
| : ‘ , 
. My Cc ercial Displ Commercial Display 
Animated News Strip } LJ sludii " ty 7 aa Display Including Poultry and Displ 
P i n U Including Poultry and splay} “ a 
sme Same - Secs Company hes aper d age Pp | 1943 = eo ea. 4942 ——1943 geno i943 
placed in operation an animated 2 ry ‘42 Pages Lines Pages Lines Lines Lines : / Pages Lines Pages Lines Lines I s 
news strip on the Trans-Lux build- | e ° ver Monthlies Indiana Farmers Guide 10.7 8,348 12.1 9,504 7,492 20 
" t Broadway and 42nd St.. New| | *;American Fruit Kansas Farmer ....... 15.7 11,910 13.9 10,523 9,570 71 
6 St EXwewey ane we sry New York, June 16.—Farm papers| Grower ............. 11.0 4,989 4,989 Michigan Farmer ..... 21.5 16,536 17.3 18,248 14,317 1 
York, giving a “running” account of ° 2 4 of | American Poultry Journal: Missouri Farmer 7.5 5,865 6.3 4,940 5,513 
; g : nati l »¢ recorded an average gain of 32.2% Eastern Edition 20.3 8.716 13.8 5,909 6,295 3,708 | Missouri Ruralist 16.6 12,609 13.2 10,033 11,248 , 
national and international news| ‘**¥ hi » OF h c al Edi 15.3 6,542 9.2 3,945 4,989 32| Montana Farmer 229 17342 175 13-261 15.657 
events. Cost of the news service, | im linage this month over the ="! uss Witiee . a hae. ak akae tae 751| Nebraska Farmer .... 24.5 18,537 23.1 16,787 17,240 1; 20; 
leased from the Associated Press, is} month in the preceding year,| in all 3 Editions.... 12.4 5,323 8.0 3,422 4.700 ; *+Average of Editions 4.2 3,141 24.9 18,141 2,484 15.45 
paid by the Blue Network, which | according to a compilation by Ap- | *Better Fruit ......... 11.6 4,861 ‘s 9 2,910 4,861 2,910 Gate Meese BOs gene 23.3 17,892 14.9 11,405 16,987 10,579 
: -_— , . . iat ‘ Breeders Gazette ..... 11.4 5,130 13.5 6,06: ,036 29 ‘egon Grange 
along with WJZ, is given credit for | VERTISING AGE based on figures fur-| .c8)("'* ‘Citrograph. isk 9.240 127 8519 9.240 8,519| Bulletin ............ 21.6 23,324 12.8 13,790 23,324 79 
the news. 'nished by Publishers’ Information | capper’s Farmer ...... 30.4 B98 22.6 Re ee a, ee: EE eee ee ee ee 99 
. . | i Co itry te " é a 2° 33.23 2 . té rar OF scecseces oo * a. ‘, © v,e $11 
Directly opposite the New York | Bureau. : Wawteaue a $3,281 21,403) Wallaces’ Farmer... 29.5 23,134 28.4 22.283 19,593 “+ 
Times building, which for years has| June monthlies registered an in-| farm .”............ 5 & 8.3 2,945 1,814 2,945| Western Farm Life.... 18.7 14,683 17.5 13,705 9,854 023 
: y | - | arm , . 5 1,814 ; . . bs F + ag . ° 4 y+ 
operated a similar news strip, now/| crease of 54.3%, followed by gains Ferm and Ranch...... 19.4 14,634 12.7 9,565 13,619 8,722 | *Wisconsin Agriculturist 21.5 16,884 14.7 11,528 15,716 836 
darkened, as a war measure, the|of 24.9% for May monthlies, 24.6% | eS iy 47.9 20,530 22.4 9,605 19,823 8,946| Total Group ........363.9 290,022 293.0 232,703 260,443 196,514 
Coca-Cola installation consists of a| for May semi-monthlies, 35.1% for) +riorida Grower Mag.. 6.7 4586 1.9 1.299 4,586 1.299 Bi-Weeklies—May = ; ae 
40-foot bank of 840 electric lights.|; May bi-weeklies, 7.9% for May -Hoosier Farmer, The. 14.6 6,559 12.3 5,544 6,559 5,644 American Agriculturist 20.5 14,941 21.5 15,625 13,409 i 
: : : . Sac f P ailiac *Kentucky Farmers y, none s an deb 4 £ 3,436 i. 2,43 8,436 1 
This will be operated on a dimout| weeklies, and 12.8% for May dailies. Meese Sours) ....<. 8.5 6.693 6.4 4,980 6,106 4,180|%California Cultivator... 29.8 22,529 17.6 13,320 21,991 139 
schedule from 8 a. m. until sun-'| Total for all groups showed *Michigan Farm News 1.7 3,500 2.5 4,998 3,500 4,998 ——? anges 1 3,689 5.3 3,8 131 
: : . | : thi : . ; *Nations Jivestock SD: eden cewewe os os 5 686 ) 3,825 ,130 44 
down. The animated sign 1s part 1,112,514 lines, which compares with — ‘ - Hol . sees 230 3.9 2 828 3,230 98298 | Idaho Farmer ........ 22.7 17,189 13.2 9,958 17,161 a5 8 
a i. h arabl a. rrr 4.4 3,23 3.8 2,82 3,2 2,82 
of a 10,000 square foot Coca-Cola | 841,600 lines for the compara 4 | {iNation’s Agriculture.. ...  ..... BS- 2808 cis. 1,398|*®New England Home- — : 
display period in 1942, a net gain of 270,914 | «New Jersey Farm & stead perenscresecess 19.9 13,944 a8. 9,776 as 066 41 
: ili OS eae 23.5 10,576 15.7 7,060 9,450 5,846 | Oregon Farmer ....... 23.0 i, ‘ Ss 7,346 834 
lines. °Ohio Farm Bureau . ’Pacific Rural Press: 
. {ten PUOWD sss ceesnceestcs 11.4 5,112 8.7 3,938 5,112 3,938 Northern Edition.. 37.8 28,568 28.3 21,406 27,420 f 
Emerson Joins WPB . Poultry Tribune: Southern Edition.... 35.5 26,807 28.0 21,188 25,771 
: M am M Eastern Edition..... 14.0 5,997 8,108 3,639 *Both Editions ...... 34.5 26,080 24.8 18,765 25,044 17,954 
John O. Emerson, formerly assist- | cBee N es McGivena Central Edition...... 9.9 4,260 6,182 2,947] *Prairie Farmer: — og 91.9 3 96 9.977 
ant publisher of Forbes, has been| McBee Company, Athens, O., has| Western Edition..... . 50 GR 8A) ee eee: eS eee ek tee tt Ee 
amed chief of th er t sal- |; inted L. E. McGive & Co Pacific Edition... ‘ 8.8 3,760 410 2,694) *Rural New Yorker.... 22.4 17,594 20.2 15,805 12,717 600 
named c er O e government sal- | appointe . . ~ na & CO., in all 4 ditions... 7.8 3340 5.592 2.556| Washington Farmer... 24.4 18,422 13.5 10,205 18,394 
rage section. Salvage Division, War | New York, to handle its advertising. | progressive Farmer: “ aioe oe (oot: Sree 
Pro tion Board. National magazines will be used. Carolina-Va. Edition. 32. 21.0 15,317 23,430 14,920 otal Group ........2 88.0 215,739 213.6 159,667 202,848 146,185 
due é Georgia-Ala, Edition. 32. 21.0 15,292 23,396 15,004| _Weeklies—May ; eta, face ” 
Ky.-Tenn. Edition... s 29.0 14,589 22,764 14,414 Capper s W eekly abe et 6.7 15,045 5.3 11,852 11,001 
=e, ss Miss.-La.-Ark. Ed.... 29.2 19.6 14,249 21,106 14,092 — Grange 15.8 17,108 22.5 24,420 17,108 ; 
Texas Edition ...... 0 21.1 15,389 21,484 14,943] News .........--+4-. 5. i, 22.5 24,42 7, 4,421 
3 fn ‘all 5 "Editions. <> 22.8 18.0 13.122 19-662 12,986 | Weekly Kansas City st [acted lhe - “ 
——— + — | ae tAverage 5 Editions. 31.1 22,611 20.6 14,967 22,436 14,675 Star Missouri Edition 7.2 17,707 4.0 9,954 13,436 968 
= Southern Agriculturist. 22.5 15,718 9.8 6,891 15,416 6,744 ae a ae 
Southern Planter ...... 16.1 11,286 9.6 6,739 10,846 6,369] ‘Total Group ........ 29.7 49,860 31.8 46,226 41,545 
Successful Farming.... 49.1 22,086 25.9 11,653 21,616 11,224 ia ae, liad 
—— on hicago auy rove 
HORIZONTALLY and VERTICALLY Total Group ........ 631.0 368,022 402.8 238,588 348,100 219,361 ee eit pAnssanoas 19.7 42,019 19.2 40,940 28,826 87i 
Monthlies—Muy Seavens Tel aren 17.3 36,898 17.1 36,427 26,427 
American Fruit Grower 10.7 4,873 10.4 4,722 4,873 4,722 eg eye Daily tena on Sees 
oe ss ded SEES Ana Gales 1LAEe Riker gett tMMNN oot ee encase 21.1 44,901 12.4 26,453 33,135 13,497 
armer-Stockman ..... ° 2,38 3. < boO6 967) ec ‘ . 7 ? iva 
LECTRICAL aul PMENT *Idaho Granger ....... 5.9 6,363 5.3 5,796 6,363 65,796 g ay Be, a 14.1 29.902 15.2 32.449 21.342 
Wyoming Stockman- ‘ co 
Off. T I Cc | Farmer ......+.+. 5.5 4,932 4.4 B 904 4,722 3 708 | Total Group ........ 72.2 153,720 63.9 136,269 109,730 
ers ofa overage Total Group........ 47.2 35,151 38.3 28,147 34,108 26,759 oieures received from publisher, 
—EEes Semi-Monthlies—May | +Figures not included in total. 
. + Pals . ° ° . *C% o a Gre re Ne 2.2 3,25 E 3: 5,233 | iT » issues 943; 3 issues 942. 
The importance of ELECTRICAL try—tight’ straight through it from | One eee eee tt eo tad BR oe dng Fey pM neg Ee fi othe ei 
EQUIPMENT’S 31,038 (C.C.A.) read- top to bottom. This means that its | ifarmer. The ......... 31.0 24,280 22.2 17,369 22,057 13,785| %Three issues both years. 
ers is not alone in the size of the readers are the business and tech- | Hoards Dairyman...... 27.5 20,042 19.6 14,244 18,026 11,456! ‘Late issue. 
total, the largest in the electrical field. nical executives and department | 
Even more important, is the Total heads responsible for the generation, s gle type, 68%, press type, 32%; M li k B 
Coverage for which that figure stands. transmission, distribution, and appli- Refri erators To |garbage disposal unit—incinerator Cc intoc , Denson 
As the only new-product monthly in cation of electrical energy; the de- type, 56%, grinding and disposing 
its classification, ELECTRICAL sign and manufacture of electrical type for sink installation, 44%; and Call to Talk 
, . T . . ben = , ’ 
EQUIPMENT is the only one under and electronic products and elec- . automatic heating equipment oil. | 
any heading reaching, vertically, the trically operated equipment. ome lances 45%, gas, 38%, coal (stoker), 17% to PAA ( onference 
. *. . / , “9 ba , / ad 
entire electrical and electronic manu- " , ‘ ‘ , Of those home owners who now| 
. - A a: oe ; For detailed circulation analysis, see . . ; | Sz Francisco, J 16.—Mille: 
facturing industries PLUS, horizon- aged . , . eee «i onl ati an ancisco, June ’ ille 
° ae ] 1 he EE k lassi- have automatic heating equipment, : r ; 
: isting under the EE mark in classi . | McClintock esident of Mutu: 
tally in all other industrial fields, the : — 42% indicated the ee ock, pres oO utual 
’ se 8 fication 39 of Standard Rate & Data, fo Inaqicé y use oll, 097 BAS) Beoadcasti Syst Joh ; 
sts us. : ; tk roadcastin stem, John Benson, 
men Wee specty, Duy, Tem, Use, te for 1 COA ¢ and 23% coal. Best-liked advan- De 
abe desi aad seneiiianinen or write for latest C.C.A. statement. : an - | president of the American Associa- 
maintain, design and manufacture tages of each t j l. “conveni- | 
electrical products The factual n: f ELECTRICAL ‘ ; ages OF ech type are ou, Cc a €nl-| tion of Advertising Agencies, and 
P ; ae factual nature 0 . Detroit, June 15.—Refrigerators,|ent, eliminates work;” gas, “clean,| a... @. se akin an 
w b EQUIPMENT’S text is also outlined t, . , ; a | Asa Call, president, Pacific Mutual 
hat we mean by 4 MEINE © text 18 also outlined | automatic heating equipment, wash-|saves cleaning labor and redeco-|y7 ; ae : ee . 
1 the “EE” in Standard Rate & J & equip ’ : ” ‘“ Life Insurance Company, and Pa- 
Horizontal Coverage: - < e “E . in Standare - ing machines, vacuum cleaners and|rating expense;” and _ coal, fuel | cific Coast head of the Committee 
<CTRICAI UIPMENT’S ecir- ata. The emphasis on news of new | ojectric irons are the five most-|costs are moderate.” tyr ce : - 
ELECTRICAL EQ cir . in ae ; : for Economic Development, will be 
- products, materials and services . . . ht h li » that Fifty-six per cent of the responses | » 
culation cuts horizontally across all hs soug ome appliances, in a y p Sponses | featured speakers at the st lined 
u y he f hich ass ery ad 2 - : pe e streamline 
. ° . . P the format which assures every adver- d : ] . f 44% fr women. | 
essential industries using electrical ji. ent neutdeceading position order, Timken Silent Automatic|came from men, o irom women.) war emergency conference of the 
products, reaching the executives 1h. .ustained reader recponse ... the | DiVision revealed last week in dis- | Timken asked them all which house-| pacific Advertising Association at 
d departme heads responsibl F Rene Speers «ae closing results of a nationwide sur-|hold appliances offer the greatest! the Fairmo t Hotel here June 22-23 
and department I : & Be pte , e rmont Hotel here June 22-23 
. e A continuous chec k-ups made to preserve a m for im rovement Practical | : - A 
for the selection, operation, installa. 4),. vitality of the list oll these | “2: room mp » ‘ al} Four main sessions will be de- 
tion and maintenance of such prod- : ° wees At Timken mailed broadsides to| criticisms will be put to good use 


ucts. The industries thus covered in- 
clude the extractive industries, such 
as electrified mines, mills, smelters, 
ete.; petroleum; transportation 
(railroad and shipping); _ steel; 
metal working; textile; aviation; 
chemical, ete. 


What we mean by 

Vertical Coverage: 
ELECTRICAL EQUIPMENT covers 
all branches of the electrical indus- 
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60 EAST 42ND STREET, NEW YORK 


factors make ELECTRICAL EQUIP- 
MENT a character-circulation buy for 
advertisers. 


Since ELECTRICAL EQUIPMENT’S 
first issue in October, 1941, its adver- 
tising volume has grown from 57 units 
in the first issue to 250 units in the 
April, 1943 issue, a growth based on 
the phenomenal degree of reader re- 
sponse. 


Reach the active buyers through 


“Se a 
pr EE ng 


JSLECTRICAL AQUIPMENT 


—- es ae 
PUBLISHING CO. 


users of its oil burning equipment 
j}and other home owners throughout 
the country, asking them to indicate 
their preferences in order to help 
Timken engineers with their work 
on appliances for postwar sale. (AA, 
May 3). Results have just been 
tabulated and will be sent out 
during the next week to those who 
cooperated in the survey. 

| Next in order behind the five 
leading appliances, consumers listed 
these as the “most needed and ap- 
preciated”: automatic water heating 
equipment, electric toasters, electric 


ironing machines, electric dish 
washers, garbage disposal units, 
carpet sweepers, incinerators and 


water softeners. 

Regarding preferences as to kinds 
of appliances, 83% of those answer- 
ing the poll favored electric refrig- 
erators, 17% gas units. Other pref- 
erences were: washing machine— 
conventional type, 27%, automatic 
type, 73%; ironing machines—man- 


in the future by Timken engineers. 
In general, the company says, “they 
ask for improved quality as related 
to greater reliability of mechanical 
products, longer life of accessory 
parts, and greater convenience.” 


WKEY Joins Blue 

Station WKEY, Covington, Va., 
| has become affiliated with the Blue 
| Network as a bonus station, bring- 
|ing the total number of Blue af- 
| filiates to 157. WKEY will be avail- 
| able at no cost to advertisers who 
| purchase the three Virginia stations, 
| WLVA, WBTM, and WSLS. 


| es 

Means Joins CBS 

| Thomas Means, formerly promo- 
| tion and traffic manager of WCSC, 
|CBS affiliate in Charleston, S. C., 
| has joined the Columbia Broadcast- 
| ing System in New York as a mem- 
|ber of the promotion department 
‘for Columbia owned stations. 


| voted to discussions by leaders who 
| have been working on various war 
| advertising assignments on the Pa- 
| cific Coast, and round table discus- 
| sions will also take up this wartime 
| work, Exhibits will include the 
wartime advertising panels recently 
| displayed at the New York meeting 
| of the Four A’s. 
| The San Francisco Advertising 
| Club will be host to visiting clubs 
| Jack T. Clark, Field-Ernst Company, 
| San Francisco, heads the club’s con- 
| vention committee. L. W. Lane, 
|publisher of Sunset Magazine is 
| PAA president. { 
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.H stie, New York; 
— J Wingo; Duncan A. Scott. 
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CHENECTADY, 


Figures That Prove Gazette Leadership & 


(First 4 Months 1943—Authority Media Records) 


Total 
Advertising: 
GAZETTE Is 

Ahead by 
291,143 Lines 


Retail 
Advertising: 
GAZETTE Is 

Ahead by 
98,564 Lines 


GAZETTE 
Leads In All 
Divisions 
Set up by 
Media Records 


27,743 


GAZETTE 
Circulation 


28,624 


Second Paper 


(ABC 3-31-43) 


and... 


CHENECTADY’S 


Employment 
and Wages 
Are at Rec- 
ord Heights 


REYNOLDS-FITZGERALD, INC., National Representatives 
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ADVERTISING AGE 43 


Grocers Offer Tips | 
in ‘Convention 
in Print’ Issue 


Chicago, June 15.— While the 
general consensus among retail 
grocers is that “business is good, so 
why advertise?” many have re- 
shaped their advertising to meet 
wartime conditions, the National 
Grocers’ Bulletin reported in a 172- 
page June “Convention in Print” 


ue. 

The Bulletin supplants the annual 
convention of the National Associa- 
tion of Retail Grocers this year and, 
according to P. M. Brinker, presi- 
dent of Nargus, enables grocers to 
devote “a million more vital hours 


| the public becomes less anxious to | 
/spend its surplus money, markets | 
| will soften but not become “disas- | 


trously bad.” 

“Government-owned stocks will | 
not be dumped at bargain prices,” | 
he said. “Enormous quantities of | 
meats, dairy products, fats, dry! 
beans, rice and other staple foods | 
must be supplied to us during 12) 
months or more of restoring civilian | 
stability among people on the con- 
tinent.” 


Adds Three Accounts | 


The Advertising Corporation, Chi- | 
cago, has been appointed to handle | 
the advertising of the Railway Divi-| 
sion of Pettibone Mulliken Corpora- 
tion, Fibre Abrasive Corporation | 
and Edward S. Woods & Co., all of | 
Chicago. Business papers and di-| 
rect mail will be used. 


Appointed Sales Manager 


JUNE CANADIAN MAGAZINE LINAGE Canadian Linage 
a, Se ae ea vars tines Paes S| Registers Gain 


"Canadian Homes & Gardens 30.6 20,550 


21.8 17,951 P 

*Chatelaine ............ _ 83.0 44 41.1 21,176 New York, June 16.—Canadian 
Liberty ~ 38.9 16 671 26.9 44,588 magazines and farm papers regis- 
MacLean’s a 7.3 32,18 38 26,411 _ cone » Sen = 
Mpa dig Hy 43 706 28 13.461 | tered linage gains this month com- 
*National Home Monthly 25.2 17,149 23.1 15,726 | pared with the same month in 1942, 
*New World 15.1 10,286 1 14,625 according to a compilation by 

a 992.6 188.464 248.5 165,043 ADVERTISING AGE based on figures 

Display, including poultry and livestock in Canadian Farm Papers supplied by Publishers’ Information 

Canadian Countryman oar ee aaa aa aace ab 39.7 27,788 23.1 16,173 | Bureau. 
*Country Guide, The........ ‘ 30.5 21,938 21.7 15,620 


June magazines carried a total of 


*Family Herald 


Eastern Edition .... 35.3 29.6 29,932 188,464 lines compared with 165,043 
Western Edition ...... 31.1 26.7 *6,944) lines in June, 1942, for a gain of 

Farm and Ranch Review....... 22.8 10.7 7,728 14.1% F: - his 

Farmer's Advocate & Home Magazine. 36.1 29.6 20,735 | 7 Foe arm papers Ul is month 

*Farmer’s Magazine ......... 34.0 22.9 16,031 | carried 232,834 lines, against 182,025 

*Free Press Prairie Farmer 30.1 29.1 $2,699 | lines for the same month last year 

*Western Producer ... 17.7 15.1 16,172 e ’ 


; |a gain of 27.9%. 
Total Group ... is ° 277.3 232,834 208.5 182,025 
*Figures received from publisher 

11943 May and June issue combined. 


Broderick to Doremus 
John P. Broderick, formerly bond 


| Wakeman Joins FC&B 


editor of the Wall Street Journal, 


. and publicity director of the Victory 
Sutter Joins Owl Fund Committee in New York since 


Frederic Wakeman, formerly copy 


| : Clifford S. Sutter has left Geyer, | last December, has been appointed 
to business which might otherwise W. B. Muse, for several years | chief in the New York office of Ful- | Cornell & Newell, New York, to join| director of public relations with 
have been spent in convention ses-|sales manager of Sterling Tool|ler & Smith & Ross, has joined | the Office of War Information,| Doremus & Co., New York. Mr. 
sions.” Included were up-to-date} Products Company, Chicago, has | Foote, Cone & Belding, New York,| Washington, D. C., as a campaign! Broderick was also president of the 
speeches and reports on food pro-|been appointed sales manager of|as account executive and copy-| executive in the program coordina-|New York Financial Writers As- 


duction, distribution and regula- 
tions, from both government and 
industry sources. 

Store advertising comes in for 
attention in a summary of coast-to- 
coast survey of grocers, which also 
discusses bottlenecks, manpower, 
phone and delivery service, trends 
of purchasing habits, and the meat 
departments, “hardest hit of all 
phases of food retailing.” Timely 


advertising suggestions of individual 
grocers include: 

“Place ads in our local papers on | 
Tuesday suggesting shop early in 
the week—early in the day—you’ll | 
find more complete stocks—better | 
selection—wider varieties—speedier 
service.” 

“We have found ads promoting 
best point buys by actual tests pull- 
ing well.” 


“Let Customers Know” 


“We have not curtailed advertis- 
ing since rationing—make an effort | 
to list all items we can in ad to let | 
customers know what we have 
ivailable.” 

“Have maintained advertising 
program steadily to maintain our 
position in community. Our ads 
must be filled with offerings—one 
way or another—every week. Cus- 
tomer turn-over is terrific and new 
ones must be informed about who 
we are.” 

Grade labeling constitutes an 
obstacle to all-out production of 
food for war and should not be 
tolerated, Paul S. Willis, president 
of the Grocery Manufacturers of 
America, insists in one of the “con- 
vention in print” articles. By arbi- 
trarily imposing grades for proc- 
essed foods, he said, the government 
would remove much of the “incen- 
tive for such advancement and 
would stultify the free competition 
which is the essence of the Ameri- 
can way of doing business. 

Grocers in this country may face 
a recession in buying which pres- 
ages the end of the war in Europe, 
it was predicted by Gordon C. Cor- 
baley, president, American Institute 
of Food Distribution. Two condi- 
tions they face today, he said, are: 

‘First, they are unable to make 
money from handling reduced sup- 
plies of goods at low margins fixed 
by OPA, under high cost of point 
rationing, unless they violate orders 
from Washington and charge higher 
prices than they are supposed to get. 

‘Second, the European war prob- 

ly will end within the next 12 
nonths; and that end may be so 
definitely in sight in the near future 
that all forms of food hoarding will 
lop and present wild buying of 
wage earners and farmers will be 
curbed until the public feels confi- 
dent regarding price levels and 
business conditions during the 
period of readjustment after the 
war,” 

Mr. Corbaley predicted also that 
ile competition will increase as 


Last week BUSINESS 
EXECUTIVES paid $25,064 to 
read NATION’S BUSINESS 


Choose the 


eader... 


» S 


Industrial Abrasives, Inc., Chicago. | writer. 


tion department. | sociation in 1939-40. 


MOVE OVER, KING COTTON... 
_MAKE WAY FOR LIVESTOCK! 


Cotton isn't King any more...but this $1,300,000,000 
crop will continue to be one of major importance to 
the South, to the nation and to the world. A graph of 10 
years of great progress shows the cow, the sow and the 
hen as the South's chief source of cash farm income. 


*A puui0N 


*3 piui08N 


Livestock — 


Ss 
” 2 BILLION 


ee ay *T puuio8N 


Government Payments 


1933 1934 


THE SOUTH’S 1942 cash farm income, from all 
sources, was $4,399,884,000. As compared to 1933 
figures, this was a gain of $2,845,383,000... And, 
$1,073,917,000 of this enormous gain was in increased 
returns from livestock and livestock products. 


The South’s 1942 income from livestock alone was 


almost equal to its 
from all sources! 


Thus, the 14 Southern states attain a goal which 
has been a keynote of Progressive Farmer editorial 
policy for many years. Back in the days when South- 
ern farmers were almost completely dependent on 
cotton for their livelihood, The Progressive Farmer 
began to foster a more diversified agriculture, a bet- 
ter-balanced economy. 


Through its five, localized editions, The Progressive a | 
Farmer featured livestock programs adapted to the 
five distinct farming regions of the South. Today, 


1935 1936 1937 1938 1939 1940 1941 1942 


these programs are common practice ... and the 
South is a land of livestock as well as a land of cot- 
ton, tobacco and many other crops. 


The South will respond to your advertising in 
The Progressive Farmer, just as it responds to The 
Progressive Farmer’s editorial leadership. For, the 
South knows that The Progressive Farmer is “in 
neighborly touch’”’ with its needs. r 


The South, Subscribes: to 


1933 total cash farm income 


The. Progressive Farmer 


* 


* 
Advertising Offices: sim MINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
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ADVERTISING AGE 


June 21, 194; 


Award Jury Named 
for 1943 Business 
Editors’ Contest 


Chicago, June 15.—A seven-man 
jury of awards, two more members 
than in previous years, has been 
named for the sixth annual compe- 
tition for editorial achievement by 
business paper editors, conducted 
by Industrial Marketing. The judg- 
ing will be held in Cleveland Aug. 
12-13, and entries must be made 
prior to Aug. 1. Awards will’ be 
announced and presented in Sep- 
tember. 

Members of the jury include: 
L. P. Moyer, advertising manager, 
Lamp Division, General Electric 
Company; Chester W. Ruth, direc- 
tor of advertising, Republic Steel 
Corporation; H. E. Van Petten, ad- 
vertising manager, Industrial Prod- 
ucts Division, B. F. Goodrich Com- 
pany; Allen Billingsley, president, 
Fuller & Smith & Ross, and newly 
elected chairman of American Asso- 
ciation of Advertising Agencies; 
Harold S. Downing, Walker & 
Downing, Pittsburgh; W. S. Leech, 
vice-president, G. M. Basford Com- 
pany; and George G. Adomeit, 
president, Caxton Company. 


To Give 19 Awards 


The competition was established 
in 1938 to give recognition to editors 
of business papers for outstanding 
work in the fields they serve, and 
to encourage them to raise the 
already high standards of editorial 
service to business and industry. 

Nineteen awards will be made 
this year for the best work entered 
in six classifications: one first award 
and two awards of merit in each 
division and one special award in 
classification six. 

The classifications include: (1) 
For the best series of articles or 
editorials on one theme on a definite 
objective appearing in a series of 
issues; (2) For the best single edi- 
torial or article contributing to the 
advancement of the field served; 
(3) For the best single issue of a 
publication devoted entirely or 
principally to a single subject or 
central theme of major importance 


to the field served; (4) For the 
best illustrative treatment of edi- 
torial material in general; (5) For 
the best published research initiated 
by the publication; (6) For the 
greatest improvement in typogra- 
phy, format, and general appear- 
ance with regard to functional 
design and appropriateness to the 
editorial services rendered. A spe- 
cial award will be made in the 
classification of the most outstand- 
ing typographical excellence main- 
tained during the year. 

The competition is open to editors 
of all business papers published in 
the United States and Canada, with- 
out restrictions as to type of pub- 
lication or group affiliations. Each 
editor may make as many entries 
as he cares to in any or all of the 
various divisions. Entry forms and 
complete regulations will be made 
available to all business paper edi- 
tors. Entries are to be sent to 
Industrial Marketing, 100 E. Ohio 
St., Chicago. 


Hooper Pacific Ratings 
Lists Top 10 Programs 


The May Pacific Program Ratings 
Report, compiled by C. E. Hooper, 
Inc., shows Bob Hope again captur- 
ing first place honors among the 
“Top 10” programs. 

Others in order of popularity*are: 
Red Skelton, Fibber McGee and 
Molly, Aldrich Family, Frank Mor- 
gan-Fanny Brice, Walter Winchell, 
Mr. District Attorney, Radio The- 
ater, Great Gildersleeve, and 
Charlie McCarthy. All Hooperatings 
are based on the coincidental 
method, which measures the audi- 
ence during the time of broadcast. 


Heads Paint Association 


D. E. Eichelberger of the Detroit 
office of the Cook Paint & Varnish 
Company, has been elected presi- 
dent of the Detroit Chapter of the 
National Paint, Varnish and Lac- 
quer Association. He succeeds Car] 
W. Oliver of the Wyandotte Paint 
Products Company. Other officers 
include Arthur Kiernan, Berry 
Brothers, vice-president; A. Har- 
tung, American Can Company, sec- 
retary; Ralph Matters, Rinshed, 


Mason Company, treasurer. 


ITS A FACT. 


coffee is at 


. but there’s no premium on 


market taking nearly 34 of the national income... 


advertisers use Dell Detective Group to penetrate this market. 


a premium 


sales in the busy wage earner | 


FIRST in circulation 
FIRST in advertising linage 
FIRST in the fact detective field 


DELL DETECTIVE GROUP 


* Sells 1,000,000 Workingmen 2 
Villaned te eg PURINE ts in, 500 HIDING tas. oe 


and national 


Getting Personal 


Joseph R. Knowland, publisher of the Oakland Tribune, past presi- 
dent of the California State Chamber of Commerce, has been retained 
on the board as ex officio director. A. T. Mercier, pres. of Southern 
Pacific Co., inadvertently referred to recently as Tribune publisher, 
has been reelected to the board... 

A long siege of foot trouble had Jo Bond of Campbell-Ewald Co., 
New York, reduced to a three-day week schedule at the office since 
Christmas. But Jo’s O.K. now and he’s back on a full 5-day a week 
basis. . . You’ll soon be able to buy a very enlightening book on how 
to write a letter to a soldier, authored by G. Allen Reeder, admanager 
of Carstairs, who did his “bit” in World War I. . . Major Edward F. 
Stevenson, for many years president of Visugraphic Pictures, has been 
transferred to the Signal Corps Photographic Center at Astoria, L. I. . . 

At the induction farewell party for Dick Pack of WOR, New York, 
pranksters pulled a gag arrest. Mrs. Pack took the whole business 
seriously and 
thought her Dick 
was going to the 
clink. Not until 
Pack broke his 
specs during the 
excitement did the 
jesting come to the 
fore... 

He’s waiting 30 
days to get himself 
unfrozen, Meaning, 
of course, the job- 
freeze regulation 
promulgated by the 
powers that be in 
Washington, D. C. 
So at the end of a 
month Lester 
O’Keefe, who has 
been with the NBC 
production staff for 
over 10 years, will 
join J. Walter 
Thompson Com- 
pany, New York... 


Col. Leroy W. 
Heron, adv. dir., 
Washington Star, aes 
and chairman of the NAEA ieee war bond committee, was pre- 
sented a gold life membership card in the NAEA for his many services 
to that group. He is a past president and has served as head of many 
important committees. The presentation was made by Frank E. Tripp 
of the Gannett Newspapers at a luncheon during the annual NAEA 
convention in New York... 


Joe Jr., 6 pounds, 9 ounces, arrived in Shreveport, La., to make Ruth 
and Joe Langhammer proud parents. His dad is with Bozell & Jacobs... 


Do you have a little song-bird in your home? You do? Then send 
her forthwith to Bill Rousseau, Benton & Bowles radio director, who 
seeks a replacement for songstress Gladys Swarthout on the “Pruden- 
tial Family Hour,” leaving July 11 for a vacation. . . 

Miller McClintock, pres. of Mutual, will speak before the Pacific 
Advertising Assoc. in San Francisco June 23, during the organization’s 
two day War Emergency Conference... . 

Twenty-six by 50 feet is a Victory plot, doing nicely, thank you, says 
Marie Smith, Kenyon & Eckhardt copywriter, who has the whole 
family tending the onions, beets, radishes, pumpkins, rutabagas and 
what else. And when Marie goes on her vacation, she’s going to hire 
out as “hired hand” on the fruit orchards of Richard B. Michalko, 
professor of farming at NYU. Whata gal! . 


When golfers traversing the fairways of the Minikahda golf course 
in Minneapolis hear “fore,” they’ll have to look out for something else 
besides golf balls—and we mean tractors. The grounds committee 
decided to turn over a portion of the course’s fairways for Victory 
gardens. Jack Cornelius, exec. v.p. of BBDO’s five western offices, is a 
member of the house committee which nodded in the affirmative when 
the vote was taken. . 


Mailed by Paul Muchnick, classified adv. mgr. of Popular Science, 
a clever little folder announced the arrival of Carl Norman Muchnick. 
First edition, said the folder, published by Sylvia and Paul Muchnick, 
Vol. 1, No. 1, founded 1943, the only publication of its kind, 6 lbs. 15 
ozs., member of Audit Bureau of Babies, circulation this issue, 1—that 
and the “editorial content’ made a most unusual birth announcement. 


WINS’ managing director Cecil H. Hackett has lost his beauteous 
secretary, Elaine Riley, who has been signed to a long-term motion 
picture contract by RKO-Radio Pictures, Hollywood. . . Lunsford P. 
Yandell has returned to his post as a v.p. of the Blue Net after com- 
pleting an important assignment for the Red Cross in England. Yan- 
dell has been in London on leave since August, 1942... 

Joseph Baudino, genl. mgr., and Frank Webb, sales mgr., new 
KDKA execs., were introduced to Pittsburgh newspaper and agency 
men and clients at a luncheon June 17 at the Roosevelt. . . Closing 45 
years of advertising experience, 32 of them as secretary-treasurer of 
Thompson-Koch Co., Cincinnati, Clifford F. Eha is retiring “to take a 
rest and spend a little time on my golf, reading, flowers and Victory 
garden”. . . Helen Hogh, adv. mgr., of The Fair Store, Cincinnati, was 
married June 9 to Charles Gunning of Covington, Ky... 

W. E. (Mac) McCauley, with the Chicago office of Sawyer-Ferguson- 
Walker, has been appointed chairman of publicity for the North 
Evanston 4th of July Festival. This year’s celebration will be the 22nd 
sponsored by that organization. . . Fred L. Ker, managing dir. of the 
Spectator, Hamilton, Ont., and genl. chmn. of the Canadian Publishers 
Wartime Finance Publicity Committee was included in the King’s 
Birthday List. He was created a Commander, Order of the British 
Empire, for “patriotic services, particularly in connection with war 
finance”... 


Amateur carpenter Charles O. Terwilliger Jr., pro. mgr. of Macfad- 
den Women’s Group, is leaving the dust and grime and fuss and fume 
of magazine life behind him for a vacation in Louisville, where he ex- 
pects to reinvigorate himself by helping a friend build a high-class 
chicken coop... 

Lloyd Maxwell, vice-president of Roche, Williams & Cunnyngham, 
was presented with a handsome traveling bag June 17 on his retirement 
as president of the Chicago Federated Advertising Club. The presen- 
tation was made by Homer J. Buckley, of Buckley, Dement & Co. 


~ DOUBLE BIRTHDAY PARTY 


F. S. Dieterich, vice-president, The Mennen Co., was tend- 
ered a double birthday dinner recently by Wm G. 


Mennen, president, to celebrate Mr. Dieterich's tenth 

anniversary with the company and his own birthday, which 

fell on the same day. The birthday cake, flaunting Men- 

nen products instead of candles, was made with talcum 

powder in place of flour, antiseptic oil for butter, and 
moving cream for weal. 


- _acEStEEE — 


- | Kleinert Sales 
Staff Gets Long 
Vacation with Pay 


New York, June 16.—A group of 
50 salesmen, comprising the natioy- 
wide sales force of the I. B. Klein. 
ert Rubber Company, has been 
granted a three-month vacation 
with full pay, said to be the longes; 
vacation with full pay and fy}) 
credit for merchandise shipped int, 
each man’s territory given to its 
salesmen in the 70 years the com. 
pany has been in business. 

“With war work taking up a la; 
portion of our _ production, the 
orders we now have on hand for 
civilian merchandise will take up 
our free capacity for the rest of the 
summer,” declared Ralph K. Guinz- 
burg, company president, in an- 
nouncing the extended vacation 
plan. Pointing out that contacting 
of retailers would be a waste of 
needless gas, tires and other trans- 
portation facilities since most of the 
company’s merchandise is rationed 
and each retailer is aware of his 
quota. Mr. Guinzburg said that 
“Vacations for the men seem the 
most intelligent answer to our pres- 
ent conditions.” 

Each salesman has been urged to 
coztribute part of his time to some 
civic activity, to help the sale of 
bonds, join the CDVO, or grow a 
Victory garden. Several salesmen 
have reported that they are working 
on their local rationing boards. 

“By Labor Day, we think we will 
have a new story to tell retailers,” 
said Mr. Guinzburg. ‘We do not 
contemplate extending the vacation 
longer, and without fail salesmen 
will be back working their regular 
territories in early September.” 

Federal Advertising Agency, New 
York, handles the Kleinert account 


Explains New Tax 

A small leaflet, explaining in 
simple language the principal points 
of the withholding tax, has been 
prepared by the Controllers’ Con- 
gress of the National Retail Dry 
Goods Association and is available 
also to non-members of the NRDGA 
at a nominal cost. 


BALTIMORE'S BLUE 
NETWORK 
OUTLET 


John Elmer, President dent : 

George H. Roeder, Gen. Manager 
_ SPOT SALES, INC. 
New York - Chicago - San Francisco 
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laundry Equipment 
Makers Get Ready 
for Reconversion 


(Continued from Page 1) 


material releases and priority rat- 
ings sufficient to get all the ma- 
terials needed to manufacture what- 
ever schedules are released by 
WPB. After manufacturing has 
been released, a delivery schedule is 
to be established so that no undue 
advantages go to companies still 
filling war contracts. Scheduling 
would be handled on a 90-day or 
quarterly basis, with companies un- 
able to manufacture being allowed 
to accumulate schedules or have 
other companies manufacture for 


them. WPB should begin on a 
yearly basis with manufacturers 
given permission to make six 


months’ runs of justifiable parts and 
assemblies and purchasing in com- 
mercial quantities. Schedules should 
be continually increased as the war 
draws nearer an end, and govern- 
ment restrictions should continue 
only as long as there are material 
shortages. Victory models are un- 
economical and _ unjustified; the 
choice should be left to each maker. 
WPB should irmdicate desired di- 
vision or allocation of units for 
armed forces or defense areas. Ma- 
terials should be allocated only to 
companies affected by Order L-6C 
until each company is able to get all 
materials needed. 


Oppose Design Limits 


The manufacturers struck out a/| 


provision recommending that no| 
major designs or engineering | 
changes should be made until ma- | 
terial restrictions are lifted. Opin- | 
ion was expressed that this might | 
hamper some legitimate advances, 
and that some “major” develop- | 
ments might require less vital ma- | 
terials than prewar varieties. | 
The committee concluded its re- 
port with this observation on the 
war effort and future of the indus- 
try: “We are all in accord that the 
present and most important goal is | 
that of winning the war and noth- 
ing must detract from that ac- 
complishment. However, we must 
look ahead. We must anticipate to- 
day what our problems and our 
plans and our thinking will be to- 
morrow, and next month and next 
year. And just as members of our 
industry cooperated unselfishly and | 
wholeheartedly with the WPB in 
our being legislated out of trade ex- 
istence and in conversion to war | 
production without regard for the 
businesses it had taken years to| 
build, so this industry now proposes 
to cooperate once again with the 
WPB in evolving and effectuating a 
thorough understanding of our 
problems, and the procedure to be 
followed, in returning our plants to 
production for civilian needs.” 


To Continue Program 


The subcommittee on advertising 
on public relations, headed by co- 
chairman I. N. Merritt, president, 
Meadows Corporation, Chicago, and 
William Shaw, Chicago public rela- 
tions advisor, recommended that the 
industry’s general program of pro- 
motion be continued and expanded 
where possible, including service to 
feneral and trade publications, the 
women’s field and a radio script 
ervice supplied to more than 180 
tations. The association, now inac- 
tive advertising-wise as an indus- | 
try, sponsored a radio program | 

veral years ago. It also prints a| 

asher manual for domestic science | 
lepartments of schools. 

Association members were urged | 
'o add “Member, American Washer | 

id Ironer Manufacturers’ Associa- | 
ion” to their signatures in all | 
dvertising and to give prominence | 
) the slogan, “For Family Washing, | 


® WHO ADVERTISED WHAT 


IN THE LAST WAR? 


Many manufacturers and their advertis- | 
9 agencies are trying to remember what 
© competition did 25 years ago. 

How much simpler it would be if every 
ne of these manufacturers had a clipping 
0k for the war years that showed all edi- 
rial publicity and ~ oy advertising. | 
We can help you build such a permanent 
ec for the years to come, at a remark- 
bly low cost. 


Just ask for Booklet No. 20. 
BACON'S CLIPPING BUREAU 


FARM GENERAL 
PAPERS MAGAZINES 


BUSINESS 
PAPERS WW 


“21 4. LA SALLE ST., CHICAGO, ILLINOIS 


There’s No Place Like Home.” Say- 
ing that any future cooperative 
program of consumer advertising 
should be generally acceptable to 
all members, the subcommittee 
called for specific appeals to be 
used. 

In a report on the postwar market 
for domestic laundry equipment, 
Donald M. Hobart, director, Com- 
mercial Research Division, Curtis 
Publishing Company, told the man- 
ufacturers frankly that “the adver- 
tising record of this industry is not 
encouraging.” It has been lacking 
in volume, in frequency and in con- 
tinuity, three prime elements of 
success, he said. Both the refriger- 
ator and range industries were 
doing a much better advertising job 
during the same 1930-42 period, he 
added. 


Potential Market Is Large 


Saying that the industry poten- 
tial is greater than realized, Mr. 
Hobart continued that evidence is 
sufficient to support this conserva- 
tive estimate of the annual postwar 
market for washers: annual re- 
placement sales, 1,500,000; newly- 
electrified farms and farms recently 
electrified, 250,000; newly - estab- 
lished homes, 500,000; expansion of 
unsaturated market, 250,000, for a 
total of 2,500,000 units. In adopting 
a course of future action, he recom- 
mended correction of these condi- 
tions: a needless multiplicity of 
brands; a tendency toward price 
competition; an inadequate cultiva- 


tion of the market; and inadequate 
sales job on the consumer who 
offers to buy. 

“A strong and consistent adver- 
tising program, backed up by an 
adequate retail selling plan, will 
help perform the specialty selling 
function,” he said. “If half a dozen 
or more laundry equipment manu- 
facturers do a strong, continuous 
job of national advertising, the 
campaigns of all of them will be 
mutually reinforcing.” In addition 
to adequate national advertising, he 
also recommended as a formula for 
postwar prosperity product develop- 
ment which will afford the basis 
for leadership, and “rigorously 
selective retail distribution which 
will make possible effective sales 
effort at the point of purchase.” 


NELSON PREDICTS 
PRODUCTION SHIFT 


Washington, D. C., June 16.—A 
shift from war to civilian goods— 
with production of automobiles and 
supplies of “every other industry 
disarranged by war production”— 
before the war ends has been pre- 
dicted by WPB Chairman Donald 
Nelson, testifying before a House 
appropriations subcommittee. 

Nelson said he did not know 
when production of automobiles “to 
keep our economy going full speed” 
could be resumed, but that output 
should be started at the earliest 
possible moment. The same con- 
version of production facilities of 


other industries will be undertaken 
as soon as conditions permit, he 
told the congressmen. 

In Detroit, Alvan Macauley, 
chairman of the board, Packard 
Motor Car Company, revealed that 
an industry committee already is at 
work studying reconversion prob- 
lems. A general termination agree- 
ment among manufacturers is the 
goal sought, in advance of the time 
when government contracts can be 
ended and civilian production re- 
sumed. Packard, without hamper- 
ing work on its war contracts, has 
been doing its own postwar recon- 
version planning since last October. 
It plans to resume production on its 
latest model car, and to step up the 
rate at least a third above the pre- 
vious peak year. 


Cloverdale Names Foley 


Richard A. Foley Advertising 
Agency, Philadelphia, has been ap- 
pointed marketing counsel for the 
Cloverdale Spring Company, Balti- 
more soft drink manufacturer. Mar- 
keting tests in newspapers and radio 
in selected eastern cities will be 
used. 


Weil Appointed V. P. 


Sidney Weil, director of sales 
for American Safety Razor Corpora- 
tion, Brooklyn, has been appointed 
a vice-president. Mr. Weil joined 
the company in 1926 as manager of 
the export department. 


| Paul Clissold Heads 


‘Bakers’ Helper’ 

Paul E. Clis- 
sold, vice - presi- 
dent of Bakers’ 
Helper Company, 
Chicago, pub- 
lisher of Bakers’ 
Helper, has been 
elected president, 
succeeding his 
father, the late 
Edward T. Clis- 
sold. 

In 1929 Mr. 
Clissold was 
elected a director 
and assistant sec- Paul E. Clissold 
retary, of the 
publication, and in 1934 was elected 
secretary. He held the latter posi- 
tion until 1938 when he became 
vice-president. 


Simler Named Ad Head 


William E. Simler has been ap- 
pointed advertising director of Air 
News and Air Tech, publications of 
Phillip Andrews, New York. 


daho, with 
fornia, Oregon, 1 


One cae GRANGE FARM GROUP 


SA Ee 
i GRANGERS are BUYERS 

- 

Mills Bidg.. Frases eawlins. 


Sell 72,000 alert et 
‘ dee ay nyt Scott. Pacific Coast 


This war isn’t a challenge to the armed forces alone. It’s a 
challenge to every home-fronter who subscribes to the ideas of 


enterprise and ingenuity. 
The American mother and 


housewife is shut off now from 


nearly everything she learned to do with. Not only pork chops 
but pins are hard to come by these days. 


Do you think she’s going to sit and wait for solutions to man 
power and material shortages that will make your job easy? 


Not in this market of frustrated longings, she isn’t! 


She’s getting a rapid-fire education in how to get along with 
whatever’s handiest. That makes it awfully easy to accept new 
brand names and new products in place of old. 


How do we know that? Well, we have a long-standing acquaint- 
ance dating back some twoscore years with upwards of 600,000 
just such war-perturbed people. 


We've learned to size them up and sift them out. We’ve had to 
know them pretty well to hold their loyalty and their interest 


all these years. 


We can tell you now that they make up a market ready and 
eager to be shown new ways to satisfy old wants—and just as 


Journal: 


ready to stick and carry on if the new ways work. 


So it is pretty much up to you. 


Never has American business faced a greater test of its resource- 
fulness —nor enterprise faced a happier prospect of great reward. 


Chaos is calling! Pick up the phone. 


17%? 


which represent: 


papers combined! 


eight” counties. 


*1,100,000 Sundays 


TELL IT TO THE BETTER HALF... 


83‘, of the New York Journal-American’s daily circulation of 632,000° is 
| within 5¢ subway ride of New York’s major stores. What about the other 


| We've traced the bulk of them to 8 counties within commuting distance 


| 72%o OF THE SUBURBAN POPULATION; 
73% OF THE SUBURBAN RETAIL SALES; 

| 80% OF SUBURBAN INCOME TAX RETURNS. 

} 


And in those counties there are more newsstand sales of the Journal- 
American every weekday than of ALL OTHER New York evening 


In other words, in addition to greater coverage of resident New Yorkers, 
the Journal-American by itself puts you in touch with the better half of the 
best evening suburban circulation. And on Sundays, the Journal-American 
delivers 51.8°% of all the standard-size circulation in these same “best 


(AN AMERICAN }{ PAPER #4 FOR \ FGA |) ——T THE 


LARGEST EVENING CIRCULATION /N NEW YORK 


REPRESENTED NATIONALLY BY THE RODNEY E, BOONE ORGANIZATION 
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Food Production 


Called Most Acute 
Wartime Problem 


New York, June 17.—Asserting 
that cooperative distribution agen- 
cies, owned and controlled by con- 
sumers, are absolutely essential, 
Murray Lincoln, president of the 
Cooperative League of the United 
States, and L. E. Woodcock, man- 
ager of the Eastern Cooperative 
Wholesale of Brooklyn, told the 


Dairymen’s League food forum, in| 


session here yesterday, that produc- 
tion is only half the problem of get- 
ting adequate food to consumers at 
low cost. 

In the course of all-day meetings 


sey, Connecticut, Pennsylvania and 
Vermont declared that the agricul- 
tural setup of the region was cap- 
able of producing required foods, 
providing it was permitted to oper- | 
ate “without repressive federal 
restrictions.” They agreed, however, 


that food today represents the “most | 
acute problem of our whole national | 


war effort,” and the current contro- 
versy between the President, Con- 


|well “spell the difference between 
food and famine.” 

Sen. George D. Aiken of Vermont 
| predicted that the country’s food 
| production for 1943 will be 15% to 
|30% under the 1942 record output 
and suggested that New York City 
| should take a tip from Great Britain | 
|}and set up an over-all authority to 
obtain adequate supplies to be dis- 
tributed equitably. He also said, 
“We may look forward to enough 
of one kind of food or another to 
carry us through until next spring, 
but it will not be the kind of food 
people want. Before that time all 
our existing surplus of grain will 
have been used. The bottom of 
every normal granary will be 
scraped clean.” 


Suggests Stamp Plan 

| The senator suggested restoration 
|of the stamp plan of depression days 
if President Roosevelt desires “a 
better method” than subsidies of 
cutting food costs to people who 


+} cannot afford to pay rising prices. 
speakers from New York, New Jer- 


Branding the subsidy program and 
the rollback in food prices as “an 
alien plan,” stemming from the 
over-populated countries of Europe, 
| he claimed the rollbacks have placed 
the federal government in the posi- 
| tion of breaking its word to butter 
| producers. 

The battle over the subsidy and 
rollback program is not only fer the 
control of food but of peoples and 


tion means control of people, said 
Senator Aiken. 

“It is entirely possible,” he added, 
“that this failure to provide sub- 
sidies for a great part of our Ameri- 
can agricultural people may have 
been intended to force them to mar- 
ket their production through large 
packing houses and other channels 
of trade more easily watched and 
controlled by government officials. 
If this be true, we are beholding a 
sorry spectacle of our own govern- 
ment accelerating a trend toward 
monopoly.” 


Urges Decentralization 


More decentralization of adminis- 
trative authority and more partici- 
pation by farmers themselves is 
needed in the formulation of poli- 
cies affecting this vital war indus- 
try, contended Dr. William Martin, 
director, New Jersey College of 
Agriculture, New Brunswick. He 
added that more coordination is 
needed “at the top.” 

H. E. Babcock of Ithaca, chair- 
man, New York State Emergency 
Food Commission, said that decen- 
tralization should be carried far 
enough to permit “every farmer to 
decide his own food production pro- 
gram on the basis of experience 
with his own land. In this way it 
is possible to challenge the re- 
sourcefulness and _ ingenuity of 
farmers.” 

In favor of an over-all food 


government as well, since control of 


authority for New York City, Daniel 


gress and American agriculture may | food production and food distribu- ' P. Wooley, Commissioner of Mar- 


BE AS the war curtailed or temporarily suspended 
the marketing of your product? .. . 


probably expended precious time, 


tising capital in establishing for it 


acceptance! 


Don’t let its prestige wane. It is so easy for people 


to forget. 


keep "em remembering — toward 


again are given the “Clear” signal. 


Here is a huge, compact. roaring city-and-environs 


of two million people. More than 


But in Detroit it is comparatively easy to 


after you've 
effort and adver- 
a profitable public 


average weekly earnings are $58.63. 


earners of Detroit are war workers whose estimated 


Their per capita 


purchases of War Bonds indicate that these workers 


have higher stored-up buying power than those of any 


other major metropolitan area. 


the day when you 


560,000 of the wage 


a single, influential newspaper 


And here you have the unique facility for reaching 


the bulk of the home-maintaining population through 


THE NEWS. . 


Delivered through a highly organized system of 4000 
carriers, THE NEWS goes direct into 63 out of every 


100 Detroit homes taking any newspaper regularly. 


LARGEST A. B.C. RECOGNIZED HOME-DELIVERED CIRCULATION OF ALL NEWSPAPERS IN AMERICA 


The 


Detroit News 


THE HOME NEWSPAPER 


Member Metropolitan Sunday Newspaper 


A. B. C. Week-day Circulation, 392,148 


s 


Sunday Circulation, 479,474 


Owners and Operators of Radio Stations WWJ and W45D-FM 


PRAISEWORTHY 


N.L.R.B- Oe penile! ®. L.g.0-P-A- 


WMC Directives! 
R.M. 
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MPERIAL GLASS CORPORATION BELLAIRE, OH10 


This copy of Imperial Glass Corp., 
Bellaire, O., which appeared in the April 
issue of the Gift and Art Buyer, and the 
May China and Glass, won praise from 
others in the glass industry for its un- 
usual handling of the story about what 
glass eemanen are up against these 
ays. 


kets here, said its job would be “to 
see to it that a proper amount of 
all the necessary foods be sent here 
and that every person through a 
sound rationing plan be given an 
opportunity to receive the proper 
amount of food for his nutritional 
needs.” He also suggested that New 
York City be treated as a unit with 
a guaranteed minimum allotment 
of vital foods. 

To cope adequately with the 
rationing system and necessary 
changes in food habits, the Ameri- 
|can housewife must reeducate her- 
self in planning, purchasing and 
preparing food, particularly since 
these factors will become increas- 
ingly important, declared Sarah G. 
Blanding, dean of the College of 
Home Economics, Cornell Univer- 
sity. Pointing out that consumption 
has increased and the crops are 
faring badly because of excessive 
rainfall, she reported that the food 
situation is critical, owing to the 
fact that this nation’s production 
has rarely exceeded consumption. 


Establish ‘Indoor 
Climate Institute’ 


Detroit, June 15.—A _ newly- 
formed Indoor Climate Institute 
plans to launch an industry-wide 
cooperative educational program to 
tell the American public about 
equipment and methods for produc- 
ing indoor comfort in postwar 
homes of tomorrow. Paul B. Zim- 
merman, vice-president, Airtemp 
Division, Chrysler Corporation, said 
the program under consideration by 
a steering committee representing 
all divisions of the heating industry 
for several months, will be pre- 
sented to leading trade associations. 

Details of the program have been 
worked out by a steering commit- 
tee made up of Mr. Zimmerman, 
chairman; C. E. Lewis, Delco Appli- 
ance Corporation; C. T. Burg, Iron 
Fireman Mfg. Company; L. N. 
Hunter, National Radiator Com- 
pany; J. M. McClintock, Illinois 
Iron & Bolt Company; C. D. Lyford, 
Minneapolis - Honeywell Regulator 
Company; J. R. Scott, Mueller Fur- 
nace Company; J. W. Grover, Sur- 
face Combustion Corporation; A. T. 


W. Hz. Knowlton, Airtemp Division, | 
Chrysler Corp. 
When the final organization is 


tion it will be governed by a group 
made up of individuals representing 
trade associations in the fields of 
boilers, controls, warm air heating, 
oil burning units, gas equipment, 
stokers, steel boilers and auxiliary 
equipment. It will be supported by 
subscriptions from manufacturers of 


ment in the heating and air condi- 
tioning industry. Plans call for 


ices, local meetings, manuals and | 
training courses, and publicity. 


Ainsworth in New Post 


Eric Ainsworth, formerly adver- 
tising manager of Schenley Dis- 
tillers Corporation, New York, and | 
previously sales promotion manager 
of National Distillers Products Cor- 


x i $ a 
Prey ,. ~ eds % eae 


«S ' oS aa z P shag 
‘ Sipe P Meg. OS ps 


poration, has been appointed east- 


ern advertising manager of Liquor 
== Publications, New York. 


ee 
te ae, 


Larkin Joins Detroit. 


Staff of R&R 

William H. 
Larkin, for many 
years actively as- 
sociated in the 
Detroit area in 
various phases of 
automotive ad- 
vertising and 
merchandi sin g, 
has joined the 
Detroit staff of 
Ruthrauff & Ryan 
in an executive 
capacity. 

For the past 
eight years Mr. 
Larkin has been 
Detroit representative for Esquire. 
and prior to that served as media 
director for Advertisers, Inc., De- 
troit. R. V. Newton, space buyer 
in the New York office, has been 
transferred to the agency’s Detroit 
branch. 


‘Sun’ Issues Cook Book 


The New York Sun has published 
a new 96-page wartime cook book 
designed to meet current meal-plan- 
ning problems. Prepared by the 
newspaper’s promotion department. 
in cooperation with Edith M. Bar- 
ber, who writes the Sun’s daily food 
column, the book contains an exten- 
sive assortment of coupon-saving 
recipes, seasonable menus and can- 
ning instructions. 


W. H. Larki, 


USE PRINTING 
FAITHORN 
3-in-1 Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertising 
agencies... Not only is this 
evident in the finished work, but 
also in price and actual time 
saved .. . Faithorn 3-in-l serv- 
ice offers typography, engrav- 
ing and printing—all under 
ONE roof . . . The saving of 
TIME alone avoids your chas- 
ing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do... You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference. 
Simply phone Wabash 7820. 


Atwell, Quaker Mfg. Company; and | 


perfected as a non-profit corpora- | 


heating units and auxiliary equip- | 


identification seals, consulting serv- | 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
| FINEST PRINTING 


You can use one or all—just as you wis. 
but all are here, ready to serve you . 
| Speed—economy—satisfaction assure . 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
| CHICAGO 


DAY AND NIGHT SERVICE 
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Space Economies 
in Classified Ads 
Are Recommended 


(Continued from Page 1) 
Classified Advertising Managers in 
New York this week are adopted. 

W. B. Patterson, vice-president of 
the Mergenthaler Linotype Company 
in charge of Linotype agencies, de- 
clared after a study of the classified 
pages Of 60 newspapers that by 
typographic changes alone newspa- 
pers can save 124%% of present space 
without dropping a line of advertis- 
ing. He advocated changing from 
an 8-column to a 9-column page, 
and declared that “‘not one reader in 
a hundred will notice the differ- 
ence.” 

“You can easily 
money,” he added. 


Car Dealers Curbed 


Alarmed at the volume of used 
cars being purchased in their locali- 
ties for shipment to defense plant 
areas in other parts of the country, 
a number of newspapers in the 
sharply gas-rationed eastern states 
have refused to permit out-of-state 
used car dealers to use their classi- 
fied pages. One large New York 
state newspaper recently barred 30 
such advertisers from its classified 
columns, fearing an acute transpor- 
tation problem in its area, which 
has some defense plants. Out-of- 
state dealers are able to offer higher 
prices for used cars because of the 
strict gas rationing in the East, it 
was pointed out. Local dealers came | 
forward with increased space, the} 
speaker said, and as a result the} 
newspaper has not lost any linage 
because of its action. 

H. J. Kenner, general manager of | 
the New York Better Business Bu- 
reau told of the constant efforts of | 
the Bureau to eliminate “gyp” and 
fraud advertising from classified 
pages. 

Many new headaches have re- 
sulted from the war, rationing, the 
boom in trade schools and the used 
car market. There has appeared 
i new crop of doubtful anti-freeze 
solutions, fake gasoline dopes for 
stepping up mileage, and fake tire 
preservatives. Advertisers of repair 
services for household appliances | 
have been a problem, as have those | 
who offer used furniture and re-| 
upholstery and reconditioning jobs. | | 

| 


refund his 


Just recently, in some cities, Mr. 
Kenner stated, used car dealers, 
newspapers, and Better Business 
Bureaus have established standards | 


OPPORTUNITY—UNLIMITED 


| 
| National Corporation with West Coast 
| headquarters, ample financial resources, 
| aggressive management and outstand- |} 
record in industrial, automotive and | 

| urcraft sales needs several men of ex- 
ptional talent. Even though you are 
now employed in a fairly satisfactory 
tion it will pay you to investigate 
tunity of participating in war 

* plus unusual postwar future 


work 


Sales Manager 


help establish profitable postwar line || 
onsumer goods, electrical appliances 
i similar devices ncw in development 
je Adequate production facilities 
h in East and on West Coast. Prefer 
vager of definitely established promi- 
} ce willing to start at moderate five 
| igure salary with ultimate income 
ted only by ability to produce. Must 
i ‘ 
| 


nstinctive knowledge of what 


thorough awareness 
nes 


of competitive 


bonafide contacts with 
ets 


leading out- 


| - \gineer-Writer | 


salary to graduate or practical en 
capable of preparing concise, || 
nective catalog copy, technical fea- || 
stories and publicity releases for || 
strial press. Knowledge of aircraft 
motive and consumer goods markets 
ntial. Prefer outstanding individual 
ible of assuming responsibilities 
ally assigned to several writers of 
versatile caliber. Samples will be 
red 
| 
| 


2use Organ Editor and Publicist 


needed—one for Central-East sub- || 
iry—one for West Coast plants. Ap- || 
nly if you have produced unusually 
i work in this field and 

ith samples which will be 


can prove 
returned 


be arranged | 
convince us they are 
caliber Please submit || 
resume, 
“losing recent snapshot to Box 4169, || 
ivertising Age, Chicago | 

| 


iidential interviews will 

men who 
: nhitely top 
neise personal and business 


relating to “Automobile Wanted” 
advertising. They are: 

1. Automobile dealers are not 
permitted to advertise offers of spe- 
cific amounts for used cars, nor a 
specific bonus or premium allegedly 
in excess of the “market” or prices 
offered by other dealers. 

2. Claims such as “We pay more,” 
“We pay western prices,” “We pay 
above the limit,” “We pay $200 
above market”, and others of similar 
import cannot be used in advertis- 
ing. 

3. Advertisements of dealers must 
plainly indicate by use of the firm 
name, the word “dealer” or other- 
wise that the advertiser is, in fact, 
a dealer. 

4. Advertisements by dealers con- 
taining the word “I”, “party” or 
“private party” or others of similar 
import, are not acceptable. 

5. No local dealer shall make any 
statement that states or implies that 


the advertiser is an out-of-town 
purchaser. 

6. Advertising which indicates 
that the buyer is from out of town, 
is acceptable only if the advertiser 
has previously submitted positive 
proof that such is the case. 

Advertising by an out-of-town 
dealer must contain the firm name 
and home town address. 

Among the speakers at the con- 
vention which opened Monday and 
ended Thursday noon, were Dr. 
George Gallup and Dale Carnegie. 


Columns Praised 


The part classified has played in 
mobilizing workers for the war ef- 
fort was praised by William Ran- 
dolph Hearst Jr., publisher, New 
York Journal-American, and Allen 
M. Wilson, consultant to the War 
Manpower Commission. 

Dr. Gallup urged the classified 
managers, as the men closest to the 


small business enterprises in their 
cities, to give these firms informa- 
tion and advice which might reduce 
the high rate of small business mor- 
tality. He also suggested the crea- 
tion of a “People’s Page” as a post- 
war feature, dealing chiefly in news 
of jobs. 

“The financial pages as now con- 
ducted appeal to only a small seg- 
ment of a paper’s readership,” he 
declared, “but jobs and all the news 
pertaining to them are of foremost 
importance to all readers.” 


Heads Personnel Club 


Emily H. Chesnut, director of per- 
sonnel of McCall Corporation, New 
York, has been elected president of 
the Personnel Club of New York, 
comprising personnel managers and 
directors of leading industrial and 
commercial enterprises in metro- 
politan New York. 


| Vanderbie Sells Agency 


Interest to Partner 

H. S. Vanderbie, partner in the 
Chicago agency of Vanderbie and 
Rubins, has sold his entire interest 
in the agency to his partner, Walter 
L. Rubens, now a lieutenant in the 
Army and located at Fort Knox, Ky. 

Warren Seelye, who has repre- 
sented the agency in Detroit for the 
past six years, will be active man- 
ager until Lt. Rubens returns. Mr. 
Vanderbie said he had made no defi- 
nite plans for the future. 


AMA Elects Robers 


Gene P. Robers, advertising man- 
ager of the Weatherhead Company, 
Cleveland, has been elected to the 
board of governors and appointed 
publicity chairman of the American 
Marketing Association, Northern 
Ohio Chapter. 


How Can | Meet These 


Wartime Changes that 
Challenge My Product? 


_Less Time to Explain mone ase 
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Meet These Changes Where They’re Happening 


-In The Naborhood 


Shopping Centers! 


displays for your pitt agvettising 


THE ONLY CONTROLLED MAJOR 
MEDIUM THAT REACHES PEOPLE 
RIGHT WHERE FINAL BUYING 
DECISIONS ARE MADE 
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WPB Advisory 


Group Recommends 
5% Newsprint Cut 


(Continued from Page 1) 
Printing and Publishing Division. 
While not necessarily representing 
the final action to be taken by WPB, 
the division has in the past gener- 
ally followed the recommendations 
of its advisory committees. 

The recommendations highlighted 
a fortnight when paper news was 
bad, as one official after another 
put himself on record as seeing 
the necessity for further cuts. In 
New York, Cranston Williams, gen- 
eral manager of the American 
Newspaper Publishers Association, 
told classified advertising managers 
that newspapers faced another 
reduction. During the past five 
months, consumption was cut only 
5% instead of the desired 10%, he 
declared. From this he deduced that 
newspapers had been using paper 
out of inventory—a situation which 
cannot last indefinitely. Last week 
printing and publishing branch offi- 
cials told ADVERTISING AGE that they 
feel that a mistake may have been 
made in setting up the formula for 
newspapers’ reduction and that if a 


newspaper had follewed the formula 
religiously it still might have missed 
the desired 10% reduction. 


Cut May Hit July 1 


Besides the admitted loss in the 
receipt of pulpwood—which WPB 
expects to amount to a 25% drop by 
the end of the year—publishers have 
other statistics to consider. The 
Newsprint Association of Canada re- 
ported this week that May consump- 
tion of newsprint in the United 
States was 334,125 tons; 7,908 tons, 
or 2.4%, higher than in the same 
month in 1942. The cumulative de- 
crease for the first five months of 
1943 was slightly more than 1% 
from 1942 figures. 

Further, the Canadian association 
found that inventories of newsprint 
in this country are around 493,580 
tons, compared with 599,714 tons in 
May, 1942. 

While the impending 5% cut may 
hit newspapers July 1, informed 
opinion said magazines will escape 
a further cut until the last quarter of 
the year but that when they get it, it 
may be “10% or more.” 


SURVEY INDICATES 
ACUTE SHORTAGE 


New York, June 15.—To avoid 
the threatened acute paper shortage, 
a very limited number of additional 
men would be required by the pulp- 
wood cutting industry, E. W. Tinker, 
executive secretary of the American 
Pulp and Paper Association, as- 


serted in a survey recently com- 
pleted by the association. 

Unless the War Manpower Com- 
mission rules immediately that 
pulpwood cutting is essential to the 
war effort and maintenance of civil- 
ian economy, the U. S. will shortly 
be faced with a drastic paper short- 
age, Mr. Tinker emphasized. 

In announcing results of the sur- 
vey, Mr. Tinker suggested such cor- 
rective measures in alleviating the 
situation as utilization of prisoners 
of war and conscientious objectors, 
for a definite part of an increased 
pulp production program. 


Action Now Is Vital 


Mr. Tinker laid the present plight 
of the paper industry to the failure 
of government agencies to evaluate 
the necessity of an adequate paper 
supply to the war effort and to ci- 
vilian economy. Coordinated action 
by the responsible agencies along 
constructive lines is now vital, Mr. 
Tinker declared, otherwise the coun- 
try will be faced with “one more 
acute scarcity problem.” 

Pulpwood stocks in the U. S. are 
declining at the rate of 130,000 tons 
monthly, declared Mr. Tinker, with 
mills continuing to draw on inven- 
tories at an alarming rate. Con- 
tracts for cutting wood to supply 
1944 requirements are as much as 
40% under normal, with some of 
the big Pacific Northwest mills 
closed entirely and others operating 
at 30 to 40% of normal rates. 

The survey disclosed that this 


SUPERINTENDENT 
or Nurses 


Director OF 
Nursine EpucaTion 


Supervisor or Operatina Rooms 


ES who are keenly conscious of 
the growing importance of the hospital market, 
because in these busy war-time days doctors are 
concentrating more of their work in institutions, 


are likewise realizing that hospitals have big or- 


ganizations. 


Leads in editorial service 
and advertising results 


SUPERVISOR OF 
CENTRAL SUPPLY 


Supervisor OF OssTETRICS 
LABORATORY 


TECHNICIAN 


ENGINEER 


PHARMACIST 


ON 


DIETITIAN 


es 
HouSEKEEPER 


Purcuasinc AGENT 


To cover the administrative group effectively, 
you need to reach not enly the superintendents 
who are in general charge of hospitals, but also 
their department heads, who are responsible for 
the smooth operation of nursing, food service, 
housekeeping and many other activities vital to 


the successful administration of a hospital. 


That is why 
AGEMENT is 


volume! 


the fact that HOSPITAL MAN- 


regularly routed to department 


heads by over 80 per cent of its subscribers is so 
significant to you. You thus get executive accept- 
ance, plus the approval of the department heads 
whose recommendations are often so important 
in purchasing decisions. 


Why is HOSPITAL MANAGEMENT the pre- 
ferred publication in the distribution of adminis- 
trative information to department heads? Be- 
cause it combines an exclusive news service cov- 
ering important developments affecting hospitals 
all over the country, with authoritative technical 
data on each department. 
various special fields, departments in HOSPITAL 
MANAGEMENT are read with interest both by 


administrators and those who serve under them. 


No wonder HOSPITAL MANAGEMENT IS 


gaining so rapidly in circulation and advertising 


Edited by experts in 


HOSPITAL MANAGEMENT 


wy, 100 E. Ohio Street 
CHICAGO 


The only publication in the field which is 
a member of both the ABC and the ABP 


330 W. 42nd St. 
NEW YORK 


The rates for this department 


tatives Available,” 
cash with order. All other c 
rates): 


The Advertising Market Place 


“Positions Wanted, ”" “Representatives Wanted,” 
30 cents a line, minimum charge $1. 


\% in., $2.75; 1 to 3 in., $4.75 per inch. 


— 


are as follows: “Help Wanted,” 
and “Represen- 
Terms 


lassifications (single insertion 


POSITIONS WANTED 


Splendid Opportunity , for 
INDUSTRIAL COPYWRITER 


with experience on consumer products 
including foods. 


This is a permanent position in a 
small, aggressive, well-finished Chi- 
cago Agency having the desire and 
opportunity to grow. A real chance 
to show your worth and to capitalize 
on it. Please write fully in complete 
confidence. No inquiry will be made 
without your permission. 

Box 4166, ADVERTISING AGE, Chgo. 


ADVERTISING REPRESENTATIVE 
for commercial fishing journal. Give 
full particulars in re. experience; 
draft status; age; salary, etc. 

Box 4162, ADV ERTISING AGE, N. Y. 


ADVERTISING HELP WANTED 


Catalog copywriter, woman, Ohio, 
$80 wk. 

Catalog copywriter, woman, Mich. 
$60 wk 


Copywriter, consumer, Texas, $150 wk. 
Copywriter, consumer, agcy., $100 wk. 
Copywriter, industrial, agcy., $75 wk. 
Art Director, consumer, $100 wk. 
Artist, layout, $75 wk 
Artist, agcy., k. 
Sales correspondent, mfg., $40 wk. 
Market research & editorial, $60 wk. 
Accountant, radio station, $50 wk. 
Steno., adv. agcy., $35 wk. 
Steno., publisher, $30 wk. 
GEORGE WILLIAMS, PERSONNEL 
200 S. State St., Rm. 1324, Cheo. 


WANTED agricultural copy writer. 
Progressive, medium-sized mfa@western 
agency will have opening July 15th 
for high grade man thoroughly ex- 


perienced in agricultural field to han- 
dle creative work in farm publication 
advertising, supervise radio, contact 
established clients, ete. Good salary, 
congenial environment and splendid 
opportunity for development. Per- 
manent. Give complete data (photo 


jalso desirable) in first letter. Confi- 
|} dential. 
Box 1164, ADVERTISING AGE, Chgo. 


REPRESEN NTA ATIN E WANTED 
REPRESENTATIVE w ANTED: Now 
handling other publications in De- 
troit-Ohio territory to represent 
monthly medical publication and di- 
rectory. Commission 250%. Write ¢ 7 
ropody Record P ublishing Co., 1327 N. 
Clark Street, Chicago, Il. 


_ POSITIONS WV WANTED 
| AVAILABLE 
MARKET RESEARCH MAN 

Draft exempt—over fifty. More than 
twenty years advertising agency ex- 
perience as director of marketing, 
market research, and account exec- 
utive. Also many years directing 
market research work of national re- 
search company serving advertisers, 
agencies, publishers and radio sta-| 
tions. Good understanding of indus- 
trial and other marketing. Advertis- 
ing agencies or manufacturers ad- 


dress 
ADVERTISING 


Box 4165, 

AVAILABLE 
for advertising or sales promotion po- 
sition with a future. 
20 years of solid experience in the 
direct advertising field. A creative 
thinker, capable of devising all kinds | 
of advertising literature and mer- 
chandising promotions, A successful | F 
salesman. A competent manager with 
a thoro knowledge of costs, sources 
of supply for materials and services, 
methods and facilities of production. 
A University graduate with an edu- 
cational background in finance and 
economics. <A capable public speaker. 
Draft exempt—4A. 
Box 4168, ADVERTISING AGE, Chgo. 


AGE, N. Y. 


PRODUCTION MAN, 10 years exp 
apeney and publication. Ideas, | 
and planning. Can purchase artw or, 
Age 35, married, draft exempt. 

Rox 4161, ADVERTISING AGE, Che, 
Well-Known Sales Executiy> 
seeks substantial business to m nage 
or financed idea to develop. WILILI,4 
E, FLEMING, 360 N. MICHIGAN (vp. 

NUE, CHICAGO, FRA, 7543. 


Advertising salesman, age 39, 1 married, 
2 children. Classified, retail and gey 
eral experience. Now employed j, 
one * a. ataplay salesman’s posi 
tions one of country’s leading : 
day Bf papers. Nation-wide a, 
quaintance with most agencies. (a, 
furnish very unusual references. Pa; 
above average ability as salesman 
copywriter, layout man and in genera 
public relation 

Box 4163. ADV "ERTISING AGE, Chex 


CAN YOU USE THIS MAN? 
He is 38, draft exempt, married, ¢o) 
lege graduate, has an advertising 
manager’s job but is looking fo, 
something bigger. He is ambitious 
aggressive, industrious, has visio; 
and foresight, can sell by spoken o, 
written work (has enviable record 1 
prove it) can present and direct sales 
and advertising programs, knows mer 
chandising (particularly in the fou 
and drug field). He can direct sales 
men and work with jobbers and r- 
tailers. Has a far-sighted viewpoin 
on employee and employer relations 
17 years’ experience in advertising 
agency and national advertiser cor 
tacts and all around newspaper work 
Feeling he has reached the peak ij; 
his present connection, has asked me 
to publish this message. If you ca: 
promise him a future commensurat 
with his ability to show results 


write. 
Box 4159, ADVERTISING AGE, Che 


DESIGNER — DIRECTOR 

OF PRINTED MATERIAL 
Seeks position with printing concer: 
or corporation publishing consider: 
able volume of printed literature. Fif 
teen years experience with large we! 
known printing house under ranking 
typographer, planning and supervis 
ing production of a wide variety 
customer material such as magazines 
broadsides, catalogs, ads, booklets 
and miscellaneous general printing 
Now employed but general conditior 
make a change desirable. 
Rox 4160, ADVERTISING AGE, Che 
WESTERN MANAGER AVAILABLE 
Experienced advertising executiv: 
with established record for producing 
volume business in highly compet 
tive field now available for mediw 
which needs that extra sales punc 
Not interested in push-overs, 

Box 4157, ADVERTISING AGE, Che 
HOW ARE YOUR PUBLIC 
RELATIONS? 

Advertising and public relations mar 
with unusually good contacts it 
Washington and many state capital 
is interested in serving strong manu 
facturer or industrial organizati 

either direct or through agency 
Box | 4158, ADVERTISING AGE, Che 


BRI SINESS OPPORTUNITY 
HAVE 


I A CLIENT WHO WANTS T 

BU Y ESTABLISHED PROFITABLI 

INDUSTRIAL PERIODICAL. ONT 

HUNDRED THOUSAND DOLLATI 

PROPERTY MINIMUM, 

P DIBBLE, 14 EAST 47 S17 
MANHATTAN 


~ MISCELLANEOUS 


FRED A. 


RADIO ADVERTISERS — for musica 
jingles and product theme 
write Bob Riley, 54 Linden Bivd 
Brooklyn, N. Y. 


sones 


year pulpwood output in the U. S. 
has averaged 760,000 tons a month, | 
or at the rate of 9,100,000 tons a/| 
year. Imports are coming in at 
about 100,000 tons monthly. Thus 
the prospective new supply this year 
may be around 10,250,000 to 10,300,- 
000 tons, or about 1,000,000 tons 
less than for 1942. About 20,000 
additional men would be required 
by the industry to relieve the short- 
age. 


WPB WARNS ANPA ORDERS 
EXCEED ‘AGREED SUPPLY’ 


New York, June 15.—Representa- 
tives of the War Production Board | 
advised directors of the American 
Newspaper Publishers Association 
that newsprint orders from U. S. | 
publishers are substantially in ex- 
cess of the “agreed supply” of 210,- 
000 tons of paper monthly, at a 
meeting held here yesterday. 

Harry M. Bitner, recently ap- 
pointed director of the WPB print- 
ing and publishing division, advised 
the ANPA directors that the Cana- 
dian Newsprint Administration, in 
an effort to bring demand into bal- 
ance with supply, has found it 
necessary to direct manufacturers 
to apply a general reduction of 12% 
on June orders for newsprint. 

During the first five months of 
1943 member newspapers of the 
ANPA reported using 1,163,531 tons 
of newsprint, a decrease of 1.4% 
consumed in the like period of 1942 
and 5% under the first five months 
of 1941. 

The ANPA declared that May 
usage of this group of papers was 
248,255 tons of newsprint, against 
242,372 tons in May of last year and | 


260,827 tons in May, 1941. The tota 
for last month was 2.4% more thar 
for the 1942 month but 4.8% under 
usage of May, 1941. 

In May the total estimated news- 
print consumption was 334,125 tons 
including all uses of this type © 
paper, while for the first five month: 
the total reached 1,565,991 tons 


Schedule Socks Campaign 


A fall and winter advertising 
campaign on Westminster socks fo! 
men has been scheduled by West 
minster Ltd., through Fuller 4 
Smith & Ross, New York. Insertion: 
will appear in Collier’s, Esqu't 
Life and Good Housekeeping. 4 
24-page portfolio for dealers wil! 
full display and merchandising 
services is being prepared to © ué- 
ment the magazine campaign. 


Manilla Joins Compton 

James N. Manilla, formerly wit 
the General Electric FM Station 
Schenectady, N. Y., has jomec 
Compton Advertising, New York. # 
a radio program supervisor. 
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ADVERTISING AGE 


49 


Originator of 
Goodwin Plan 
Dies in South 


Memphis, Tenn., June 15.— 
Adolph O. Goodwin, author of a 
mer oandising plan ‘which created 
almost as much furor in advertising 
circ! les as the Townsend Plan, which 
it antedated by eight years, died 
June 9 at the age of 51. Mr. Good- 
win had been in ill health ever since 
the collapse of his idea for paying 
commissions to church organizations 
yn sales of merchandise to thei: 
members. He suffered several heart 
attacks. 

Mr. Goodwin, a magnificent speci- 
men of manhood, burst upon the 
horizon in 1933, after leading a 
omparatively obscure life as a 
member of several well known 
idvertising agencies. It was in that 
year that he made his first “sale” 
of the Goodwin Plan to several 
Chicago angels, who were said to 
have put up $100,000. 

The Goodwin Corporation opened 
elaborate offices in Mather Tower 
ind as the plan progressed toward, 
put never reached fulfillment, the 
ompany called on its backers for 
idditional cash, which was forth- 
coming in progressively smaller 
juantities. 


Merit Never Tested 


Whether or not the Goodwin Plan 
iad real merit probably will never 
ye known. The fault which caused 
its demise without a real trial was 
faulty timing, Mr. Goodwin himself 
apparently failing to realize the 
magnitude of his self-imposed task. 
He first employed district organizers 
to cover the United States. Since 
these men were working on a com- 
nission basis, they were anxious to 
get the plan into operation. By 
the end of 1933, these organizers, 
iccording to Mr. Goodwin, had 
secured pledges from _ 1,500,000 
hurch members, representing 
6,000,000 consumers. Each ten 
hurch women were headed by one 
vho was designated as a “broad- 
aster” and given primary responsi- 
jility for purchases of designated 
nerchandise by her fellows. 

This assignment completed, the 
listrict representatives waited ex- 
pectantly for announcement of 
dentity of the hundreds of national 
idvertisers who were supposed to 
participate in the plan. It was not 
until April, 1934, that this list was 
forthcoming, and it contained only 
19 names. This meager handout 
proved a bitter disappointment to 
the district workers, and presum- 
ibly to the church women as well. 
When the Goodwin Corporation 
shortly thereafter issued a call for 
‘evidence of purchase,” nothing 
lappened. Somewhere along the 
ine the plan had gone to seed and 
the elaborate filing systems which 
filled several floors of Mather Tower 
represented only the names of pros- 
pects, rather than of actual buyers. 

Manufacturers were supposed to 
pay the Goedwin Corporation 3.5% 
f the value of proved purchases. 
Thi income was to have been 
livided as follows: Two per cent to 
the “broadcasters,” who were sup- 
posed to create the sales and donate 
the proceeds to their favorite church 
societies; one-half of 1% to district 
anagers and representatives; one- 
lalf of 1% for operation of a clear- 
ng house for evidences of purchase, 
merchandising service to manufac- 
‘turers, and national institutional 
dvertising; and one-half of 1% 
Yhich was to represent the gross 
rot of the Goodwin Corporation. 


Attempted to Revive Plan 


1¢ Goodwin Corporation issued 
rst catalog in May, 1935, but it 
Vas generally believed in advertis- 
hg circles that these catalogs were 
ne mailed out. In October, 1935, 
i stee was named for the com- 
and litigation continued for 
al years before final dissolu- 
Mr. Goodwin, in the mean- 
: made several abortive at- 
er ots to revive the plan. 

*. Goodwin gained considerable 
* aS a cartoonist in his early 
, Even after he emerged as the 
suing spirit of the Goodwin Cor- 
tion, he kept an easel in his 
ate office, for use in visualizing 
merchandising ideas. 


Richard Waldo 
Dies; Noted Editor, 
Advertising Man 


New York, June 16.—Richard H. 
Waldo, 64, president and editor of 
the McClure Newspaper Syndicate 
since 1928, died here June 11. 

Prominent in the advertising and 
publishing fields for many years, 
Mr. Waldo is perhaps best known 
for establishing and developing the 
Good Housekeeping Institute and 
originating the Good Housekeeping 
seal of approval during the years 
from 1905 to 1914 when he was 
advertising and business manager 

f that publication. 

From 1914 to 1917 he was secre- 
tary and associate general manager 
of the New York Herald Tribune, 
and chairman of the publicity com- 
mittee of the Chamber of Commerce 
of the United States from 1913 to 
1917. During that same period he 
established Nation’s Business. 

In November, 1917, he was com- 
missioned a captain of infantry in 
the Army Reserve, and served with 
the A. E. F. until August, 1919. He 
was one of the founders of the 
Stars and Stripes, Army newspaper, 
and was business manager of that 
publication. 

Mr. Waldo was publisher of W. R. 
Hearst’s International Magazine 
from 1921 to 1923, after which he 
joined Wanamaker’s store as adver- 
tising counsel and an executive of 
the management office. In 1928 he 
succeeded Clinton T. Brainard as 
head of the McClure Syndicate. 

Mr. Waldo served as officer of 
many clubs and organizations, in- 
cluding the chairmanship of the old 
Associated Advertising Clubs of the 
World. 


E. J. RIDGWAY, FAMOUS 
MAGAZINE EDITOR, DIES 


New York, June 17.—Erman J. 
Ridgway, 76, one of the nation’s 
leading magazine publishers before 
his retirement about 20 years ago, 
died yesterday at Clifton Springs, 
N. Y. The funeral was held today 
in Rochester. 
| An Ohio farm boy, Mr. Ridgway 
| determined to get a college educa- 
tion and enrolled at Northwestern 
University where he attempted to 
make his expenses by opening a 
restaurant. It failed, but he won 
such great success on Northwest- 
ern’s athletic teams that he at- 
tracted the attention of Eastern 
varsity managers. He entered Yale 
where he took his bachelor of arts 
degree in 1892. He then joined 
Frank A. Munsey, becoming vice- 
president and general manager of 
the Munsey magazines. In 1903 he 
resigned to purchase Everybody’s, 
then a feeble publishing property. 
He formed the Ridgway Company 
and with Everybody’s and Adven- 
ture achieved such success that in 
1910 Everybody’s was absorbed by 
the Butterick Company, with Mr. 


ing $3,000,000 in Butterick 
Mr. Ridgway became a director and 
continued to direct the destinies of 
Everybody’s. 

In 1916 Mr. Ridgway withdrew 
from his activities with Butterick 
which then included Everybody’s, 
Delineator, Designer, Woman’s 
Magazine and Adventure, and re- 
joined Frank A. Munsey who then 
| Herald, Munsey’s Magazine 
other periodicals. 

In 1924 he retired and took up his | 
residence at Chula Vista, Cal. 


E. D. WOLAVER 


Cleveland, June 15.—Ervin D. 
Wolaver, 65, head of the E. D. Wol- 
aver Adv ertising Agency, died at his 
home in Cleveland Heights June 6.) 
Mr. Wolaver had been located in 
Cleveland for the past 25 years, and 


tising Agency four years before en- 
tering business for himself. 


DR. A. F. GILMORE 


Boston, June 15.—Dr. Albert Field 
Gilmore, a trustee of the Christian 
Science Publishing Society, died 
June 8 at his home here. Before be- 
coming active in Christian Science, 
Dr. Gilmore was a member of the 
Maine legislature and a publisher 
of school text books. He had been 
a trustee of the publishing society 
since September, 1939, when he was 


also elected to the editorial board of 


ASVERTISIne 


eav 


MONTEEAL WINNIPEG 


J. J. GIBBONS 1 LTD. 


srTeecer - 
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MERCHANDISING 


CALGARY EOMONTON 


vVaAmcouvese 


published the New York Sun, the) 
Hany 


Ridgway and his associates receiv- | 
stock. | 


| 
| 


was associated with the Lees Adver- 


the Christian Science Monitor. He 
held that position until 1939, when 
the board was dissolved and an edi- 
torial council created. 


WM. K. BEARD 


Philadelphia, June 15.—William 
K. Beard, district manager here for 
Electrical World, published by Mc- 
Graw-Hill Publishing Company, 
died in Germantown Hospital June 
11. He was 77. He joined the 
Electrical World staff in 1895. He 
was the father of William K. Beard 
Jr., publisher of Electrical World 
and Electrical Contracting, David 
Beard, head of McGraw-Hill direct 
mail service, and Robert F. Beard, 
who is regional vice-president in 
charge of the Philadelphia office of 
McGraw-Hill. 


King Adds Petersen 


King Publications, San Francisco, 
publisher of Western Construction 
News and Western Industry, an- 
nounces the appointment of A. C. 
Petersen as eastern district man- 
ager, to cover the middle west terri- 
tory for the two publications. His 
headquarters will be in Chicago. 


Names Roy Durstine 

Keliey Island Lime & Transport 
Company, Cleveland, has appointed 
Roy S. Durstine, Inc., New York, 
to handle its advertising. Foster 
Perry, of the agency’s Cincinnati 
office, is account executive. 


Greyhound Asks 
U. S. Okay on 
Air Bus Line 


Cleveland, June 15.—The Grey- 
hound Corporation, a consistent ad- 
vertiser of its wide-flung bus serv- 
ice, trained its sights on a new field 
of transportation this week, propos- 
ing a nationwide helicopter trans- 
portation system. 

Since the inauguration of an air 
bus service depends mainly upon 
the availability of equipment, C. E. 
Wickman, Greyhound president, 
said that “in all probability this 
will be a postwar project.” He 
added, however, that there is a 
possibility that several helicopters 
of the type the company requires 
may become available for experi- 
mental use in the near future and 
the company will seek to put them 
into service on routes between De- 
troit and Flint, Mich., and interme- 
diate points between Detroit, Cin- 
cinnati and Louisville. 

In an application filed with the 
Civil Aeronautics Board, Washing- 
ton, D. C., Greyhound stated that 
it proposes to operate helicopters 
or similar aircraft of large carrying 
capacity in providing passenger, 
mail and express service over its 
present bus routes—which cover 
more than 60,000 miles of highway. 
The new service would be coordi- 


act as a 


nated with the bus lines and also 


“feeder” to companies 
engaged in present airline service. 

Present bus terminals, garages 
and other centrally-located facili- 
ties would be adapted as “landing 
ports” and maintenance hangars for 
the proposed air buses. In listing 
its qualifications to provide the 
service, Greyhound told the CAB 
that it is engaged in coast-to-coast 
operations and carries more than 
120,000,000 passengers a year. Pres- 
ent personnel is thoroughly experi- 
enced in transportation problems, 
and could operate the new service 
efficiently, the company said. 

Beaumont & Hohman is the Grey- 
hound agency. 


Mars Denies OPA 


Price Increase Charge 

Attorneys for Mars, Inc., Chicago 
candy manufacturer, denied last 
week charges that the company 
reduced the size and weight of its 
candy bars, thus in effect raising 
prices in violation of OPA maxi- 
mum price regulations based on the 
March, 1942, scale. 

The OPA has filed suit in Kansas 
City for more than $1,235,000— 
three times the amount which it 
alleges Mars overcharged on six 
brands of candy bars. Company 
representatives said the bars now 
manufactured have more ingredi- 
ents, and weigh more, than those 
produced during the base period. 


Waar in the world have sour dough 
and adobe got to do with a magazine? 
Well, right now the June issue of SUNSET 
is telling a quarter million Pacific Coast 
homes all about them. Such articles would 
be strange choices, indeed, for an Eastern 
editor, or a national magazine editor, for 
that matter. But they belong in SUNSET. 
Sour dough and adobe are part of the 
pattern of Western living. So is SUNSET. 

That’s why SUNSET concentrates its at- 
tention on Western foods and cooking; on 
Western homes, their planning, building 
and care; on Western gardens, vegetable 
as well as flower; and on Western travel. 

That’s why SUNSET is staff-written, in 
down-to-earth language, by Western men 


SOUR DOUGH and ADOBE 


readers make 


Truly, SUNSET 
Western living 


Lane Publishing Company, San Francisco, California 


and women who know how to tell SUNSET 
readers “how.” 

And that’s why SUNSET never lets its 
readers down. Every page is packed with 
timely, sound, accurate ideas and infor- 
mation, the pros and cons on every sub- 
ject. SUNSET tells both sides of a story. Its 


then—they act. 

And because they act with SUNSET, you'll 
find this magazine on the kitchen table, 
in the garden and in the workshop. Ad- 
vertisers, too, are well aware that SUNSET 
brings action, profitable response to their 
messages to 250,000 Western homes. 


up their own minds and 


is a greater influence in 
than you realize. 
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= 8 “SMELL 
UNCLE D 


Something's cooking on 
the Russian Front . . .” 


~~ 


oA x = 
, ) I, i T ( i i R p R T T NCLE DUDLEY, signer of Globe editorials since = 
1891, has become synonymous with The Bos- ol 

Wri { TY \ Ly ) h ¢ W ) § h rew ( (; | 0 b Ly ton Globe. For over fifty years Uncle Dudley's clear, 
common-sense editorials have not only expressed the Del 
policies and reflected the character of this newspaper bor 


but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the | 
New York Herald-Tribune once said: 


——— 
—— 


columnist, who sees the situation thus: 


Recent accounts from Moscow picture the Germans as divisions list the commanders of the three great army “There's the balloon and pinwheel man who 
having grouped 218 divisions along the Russian front for groups as Mannstein, Kluge and Kuechler. The triumvi- has memorably vended his wares from the 
a big attack there this Summer. On the other hand, certain rate that won the battle of the frontiers in 1941—Leeb, | corner of Webster's fence in Commonwealth 
military authorities both in Washington and in London, * Bock and Rundstedt, is notable by its absence. So is Guder- Ave. There are the swan boats in the Public | 
as represented, for instance, by Dr. Herbert Rozynski writ- ian. The point that makes these absences notable is that Gardens — the celebrated silver free lunch 
ing in the Infantry Journal, believe that it is militarily the four Generals mentioned are the most offensive-minded dishes in Locke-Ober’s Winter Place restaurant, 
possible for the Nazis to get nothing worse than a stalemate in an army that worships the offensive. And Guderian is and there are the Uncle Dudley editorials in 
draw out of this war by passing to an intelligent and cau- the great tank expert in a force which is reported to have ‘The Globe.’ ” 
tious defensive. If authorities on our side grouped great masses of tanks. 
think so we may take it, I think, that the | Through seven decades Uncle Dudley's family of 
matter has at least received consideration Already this last Spring in February , ' 


: nieces and nephews has grown steadily until now 
counter attack on the southern front, it : 


was evident that a new hand was directing 


within Germany. 
, : they number hundreds scattered all over the world. | 


Dr. Rozynski accompanies his view of German strategy against Russia. The of- They bring Globe readers exclusive, up-to-the-minute 
the possibilities of a German defensive by fensives undertaken there were no longer news and comment. Here are just a few members of 
the remark that he does not believe them the wide sweep and deep drives of the Uncle Dudley's family, today: 

»sychologically capable of doing any such Summer wars against Russia. They were . 
pe S Aapeceoer peer e . : Dorotuy THompson ¢ Ernest Linptey ¢ HeLten Lom- 
thing. There is certainly a good deal in rather characterized by massive concen- | 


: : , & s 2 BARD ¢ Ernie Pyte ¢ Warter LippMANN ¢ Wittiam H. 
this, since German military men are trations of troops in an extremely narrow STONEMAN © Joun LarpNerR ¢ Jay FRANKLIN © Joun 


notorious for attempting to think with their emotions in area for drives which moved only a short distance and | Barry « Potty Wesster « Dororny Hittyer ¢ Henry 


Harris ¢ Harotp Putnam ¢ Satty Stuart ¢ GEeorce 
ANTHEIL © ANN Dean ¢ Orro ZausMER ¢ JoHN KIERAN © 
‘he sstion i at” i ig : : — ; ; i “DG ise. Mowrer ¢ GEeorce 
The question ts what's going on on the Russian front. of retreat with attacks on the enemy § communication. a = pay aig Enc oe” re ese . pea . 
One thing that is going on, we may take it, is that there are eLLeR * Newt Gites ¢ Rosert J. Case Nat A. 
; Barrows ¢ Paut Guaut ¢ Henry McLemore ¢ HELEN 


a crisis. which aimed at hitting Russian formations so quickly that 
these were unable to pursue the favorite Russian tactics 


not quite the 218 divisions close up to the front. The state- The probability is, then, that if the Germans really mean Kmxpataicx ¢ Ricnarp Mownen ¢ A. T. STEELE ¢ LeLann 

ments about them are imprecise, not making any distine- to make a big offensive in Russia this Summer it will be a Stowe e ALLEN Haypen ¢ Waverty Root ¢ CARLYLE | 

tion between formations actually ready to go into action prolongation of these same tactics that were successful in Hott ¢ Dorotuy Dix ¢ Emity Post ¢ Joun STEINBECK ¢ 

and those in support in reserve areas, which could be February. Lous M. Lyons ¢ James Morcan ¢ Caartes Merrie 

switched west if anything broke loose there, but it would James Powers ¢ Eart Banner ¢ Ext CULBERTSON ¢ 

seem that 218 divisions is so large a proportion of the Ger- Only one thing seems really clear out of the whole busi- GRANTLAND Rice ¢ Harot > Kakse ¢ Jenny Nason 

man total that they would risk having an invasion attempt ness, and that is that if the Nazis hope for major results this sateen C. De 

from the west break right through. Summer they will have to start soon. The failure of both A | 

the 1941 and 1942 offensives was primarily traceable to the Supplementing these writers are the world’s best | 

Of course the Nazis might be willing to take this risk. fact that they started too late, did not reach their objectives news and picture services: 

But the same accounts that give the German total as 218 until the snow reached them. 


Chicago Daily News Foreign Service* 
Overseas News Agency* 


One of a series of articles by Fletcher Pratt, appearing —exclusively in Boston—in The Boston Globe 


Associated Press 
New York Herald-Tribune News Service* 


| Chicago Sun Foreign Service* : 
Toronto Star News Service* 
he Boston Globe ee 
Acme Photo Service* 


United Press 


Morning + Evening -: Sunday ) 


*Exclusively, in Boston, in Tue Boston GLoBE 


YOUR ADVERTISING WILL BE BETTER READ IN THE BEST READ NEWSPAPER 
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BUILDS A POSTWAR MARKET 
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St2D CANDY Company 
CMIEASO  Lirmois 


Combat rations cet most of Reed's 
candy these days, Reed Candy Co., 
Chicago, will tell the confectionery 
trade, via business papers, in two-color 
pages next month. It also is starting a 
series of black-and-white advertisements 
in This Week Magazine in July and will 
use car cards in the Chicago market. 
Reincke-Ellis-Younggreen & Finn, Chi- 
cago, is the agency. 


Hanis oo (ae WISE TIPS 


Tomorrow... Hy BARMEN 


1 YOUr Delits-eguipped. home workshop es coo 


shop too vast industry upon which Delta souls have ad =) 
— so start to plan and save 2°" 8) Inte poner : . precious in wortime 
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ineesmmem of money. To assure the weccem of this 

thew hards Nex only men, but women tum wmpetian venture, you can afford wo have the bew 
Thee diaowery had heen made years age, by throw mx only a guediocking, modern layout your frvends 
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ond probtabs und weard 4 Delta home workshop. snd make wav Ni to. ~ 

Whatever you work with — woud, mel, or che — img cmiee a easy. Mail the coupon for free bookies P| ge te> yh + yy oe ake ie 
‘sn ating few plastics whether you are a war geving the complete sory of rhe fascinating bobby | +! he ee ow 
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Destvibatied by CALVERT DISTILLERS CORP courtesy of Ihe Wakdort Avior Rotel Rew Tork City 


Aon these ate che guidang ptrncyples upuoe »hoct 
‘nite has exmamebed emcee 1925 frown a lurch Pack atic. 


To help reduce breakage of glass and 
china by employes of taverns, hotels and 
clubs Calvert Distillers Corp. is distrib- 
uting nine posters, addressed to various 
types of personnel, adapted from those 
originally designed and used successfully 
by the Waldorf Astoria Hotel. Shown 


NEW PITTSBURGH CLUB OFFICERS here is the one for barmen. 


Delta Mfg Co., in a new campaign in magazines, urges the ear-marking of war 
bonds for postwar buying of its power tools to go in the home workshop. Hoffman 
& York, Milwaukee, is the agency. (Story on Page 15.) 


CANNING DISPLAY 


Ball Brothers Co., in addition to its 
“Ball Blue Book,” canning recipe booklet, 
is distributing this full-color display ma- 


New officers of the Pittsburgh Advertising Club, for the 1943-44 season are, terial to reach Mrs. America at point 


loft to right: Julius Schmidt, president, Eddy Press Corp., 2nd vice-president; of purchase. Both recipe books and 
‘eese H. Price, assistant advertising manager, United States Steel Corp., Ist window displays were reproduced by 
‘ice-president; and Paul C. Rathert, advertising manager, Donahoes, Inc., presi- Forbes Lithograph Mfg. Co. Magazines, 
dent. The beauty in the picture is supplied by Betty Lathrope, Allegheny County farm papers and radio also are on the ‘43 


winner in the William Randolph Hearst American History Awards Contest. schedule, the biggest in company history. 


HAVE PATIENCE, HIRAM WALKER ADVISES CUSTOMERS 


3 When the waiter seems slow — remember, 


these days he's doing the work of two 


now and then —remember ts on quota because 


sda wr pats IMPERIAL 


This is the first of a series of car cards 


Walker & Sons, urging readers to have patience if they can't get Imperial whisky, product of Hiram 


because of shortages due to tough wartime conditions, quota allotments to taverns and store owners, and 
production of war alcohol. 
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Arthur Blomquist, art director, J. Walter Thompson Co., and Douglass Crockwell, 

the artist, with the poster design of their creation which won the Kerwin H. 

Fulton medal for the advancement of art in outdoor advertising. The poster, 

created for the 1943 campaigns of the nation's war chest and community chest, 
is the first Fulton medal winner in the non-commercial advertiser class. 


VENIDA LEG CONTEST WINNER 


Kathleen Harris of Newark, winner in Venida liquid hosiery's beautiful leg contest, 
is the center of attention in this group. Left to right, Arthur Murray, a judge; 
Martin Block, WNEW's “Make Believe Ballroom" entrepreneur, who m.c.d the 
finals; Miss Harris; Norvin A. Rieser, president of Rieser Co., sponsor of the 
contest; Harry Conover and James Montgomery Flagg, judges. 


SUNKIST'S NEW NUTRITION STORY 


ee _ aad 


[ oie the most nutrition out =" 


of fresh fruits and vegetables asd 
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Importance of all fresh fruits and vegetables are featured in the new magazine 

advertising of California Fruit Growers Exchange. Consumers are told how to 

make Sunkist oranges go farther by taking extra care of them. Foote, Cone & 
Belding, Los Angeles, is the agency. (Story on Page 35.) 
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f 9 Merchants in Chicag 


The 9 retailers listed in the panel at the left are 
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hardheaded, realistic, shrewd and farsighted. Just The 
| af 1943 one thing is responsible for their making The re 
ee sce fi¥ mon hs pment Sun one of their two top advertising mediums in “| 
In the firs veil ding Depor ‘ab Chicago—the power of The Sun to produce results! . 
ime of Chicag o have ma The Retailers can measure the pulling power of a va 
and apparel yer nd newspaper oe? newspaper within a few hours after their adver- ser 
their first OF emai iss Fourth Fifth tising runs, and if they bought The Sun on faith ikes 
ust Second ro Tee during the first few weeks this newspaper was in inl 
sTORE _— SUN potent 56489 business, they soon began to buy on fact. For almost ng 
CARSON FOO soaen «9A? ; ° from the beginning they have had tangible black- that 
. News suM : sis ink figures to prove the pulling power of The Sun. 2 
| FINCHLEY pol Her-Am TE _ = What is the secret of The Sun's “pull’’? to th 
7 KOMIss COMPANY a ee we Times yen Obviously, its readers believe in The Sun. They rou 
| - Tribune et 103008 «2A a see that The Sun is objective, but not objectionable. 1 
| MANDEL BROTHERS — 322.670 on new, oe 51,948 Vigorous but not venomous. Bold but not biased. a7 
MARSHALL FIELD & pam 206,861 1 — e | It presents both sides of every question. It's a » tha 
COMPANY _— SUN py 16409 F morning TRUTHpaper that attracts wide-awake, ict 
mn, L. ROTHSCHILD m * ee =. ° : straight-thinking people. ' 
4 UN 
= ya 
Tribune 
ans FIFTH AVENUE 26,094 


Skyline of Chicago, the World City by the Lake; Chicago, the railroad 
heart of the continent; the great meat market of the nation; the mighty 
manufacturing metropolis; the City of Destiny. 


CHICAGO’S MORNING TRUTHpope’ 
BUY UNITED STATES WAR BONDS AND STAMPS 


THE BRANHAM COMPANY, National Representatives: 
Atlanta + Charlotte + Chicago * Dallas + Detroit + Kansas City + Los Angeles * Memphis * New York + St.Louis * SanFrancisco + Seattle 
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